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HempSmokes 





PURE REGULAR 
Quality and value. Smooth hemp 
flavor and aroma in 20ct. Boxes 
15mg/CBD delivery per stick 





PURE ICE — 
Quality and value. Cool 
menthol draw in 20ct. Boxes — 
15mg/CBD delivery per stick 








PURE PREMIUM 
Premium quality hemp 

Extra smooth flavor 

and aroma in 20ct. Boxes 
Double the CBD benefit 
30mg/CBD delivery per stick 





0% THC* 


GREAT PRODUCTS. GREATER PRICES! 


Here is the opportunity to make above average MARGINS! Experience is showing that consumers want smokeable 
CBD products made from legal hemp - ORDER SOME TODAY AND UP YOUR PROFITS NOW! 
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This statement has not been evaluated by the Food 
and Drug Administration. This product is not intended 
to diagnose, treat, cure or prevent any disease 














* PLEASE SCAN THE QR CODE ON YOUR PACK OF PURE HEMPSMOKES TO SEE THE ACTUAL LAB REPORT. 
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Available in Kings and 100's 
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2 INGREDIENTS. 
TOBACCO & WATER. ~, 





Contact us at 1-833-LEAFH20 or 
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‘At delfort, we're passionate about ground-breaking 
Innovations and progressive thinking. And we rely on a 
simple formula to help us deliver excellence every time: 


a tailor-made solutions that fit perfectly with your needs. 
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Features 


REGULATION VIEWPOINT 


Industrial Perfection: 

La Familia 

Industrial Cigar Company of Frisco, 
Texas, is a family business and a 
business of family that set out to 
redefine the retail cigar shop and 
cigar lounge experience. 

By Jeff Bolton 





LEGISLATIVE UPDATE 

Tobacco 21: A National 
Overnight Reality 

Industry continues to come to grips 
with the swift passage, and imme- 
diate implementation on Dec. 20, 
of a national minimum legal age of 
21 to buy all tobacco and nicotine 
products, > Staff Report 


CIGAR SPOTLIGHT 
Macanudo 

Game Changer 

Innovations in leaf, from aging to 
blending, have been at the heart 
of Macanudo's rise to prominence 
in the premium cigar business and 
among the top globally recognized 
brands. By Frank Seltzer 


REGULATION FOCUS 
Interesting Times 
Short-term curse or long-term 
blessing? Forecasting the 2020 
regulatory environment for tobac- 
co products. By Bryan M. Haynes 


NATO NEWS 

Court Rules Chicago 
OTP Tax is Invalid 

After nearly four years of costly 
legal challenges by the industry, 
the Illinois Supreme Court invali- 
dates Chicago tax on cigars, pipe, 
and smokeless tobacco. 

By Thomas Briant 











MANITOU fora 


ode VIRGINIA 


A.newssUper-premiUmicigarette 
that only contains water and 
100% flue-cured tobacco! 


NO recénstituted sheet jtobaeco, stems or fillers 


NO additives fog aytificial flavors 
WTS te) UB Ul Keto} 7 
e)=) =), 1)1= > SURGEON GENERAL'S WARNING: 
FRENWIUER Smoking Causes Lung Cancer, Heart Disease, 
MANUFACTURING, INC Emphysema, And May Complicate Pregnancy. 
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All Eyes Focused on Major Cigar Makers 
and the PCA 2020 Trade Show and Association 


The discontent and grumbling about slumping retailer attendance at the IPCPR 
Trade Show (now the PCA Trade Show) has practically become a perennial pas- 
time over the last decade. The show, from the standpoint of number of booths 
and real estate occupied by the largest exhibitors, has existed in something of an 
strange dichotomy over the years—continually growing in footprint, but strug- 
gling in terms of attendance. Spread fewer people over a larger area and the 
visual effect is exaggerated even more. Years debating host cities for the trade 
show, blaming high humidity (or complete lack thereof), for disappointing at- 
tendance. A better keynote speaker? Urgent business-crushing legislative emer- 
gencies? The various adjustments—and there have been many—haven’t moved 
the needle all that much, But this phenomenon is happening in other industries, 
truth be told, Trade shows are insanely expensive, and the larger the company, 
the more astronomical the costs. 

Premium tobacco retailing is, after all, a niche industry, so even if the per- 
centage of retailers attending was incredibly high, this is a small industry by 
definition. And memories of the Great Cigar Shortage during the “boom” is all 
but meaningless. It was an anomaly, after all, and no one should be hoping for 
the return of poor, under-fermented leaf, cigar shortages. 

Given all of this background, the recent announcement that the four largest 
exhibitors representing 12% of the total exhibit space were pulling of the 2020 
PCA Trade Show—Altadis U.S.A., General Cigar Company, Davidoff USA, and 
Drew Estate—was none-the-less sobering to hear. The previously largest exhib- 
itor to have refrained from exhibiting, at last year’s show, was Villiger North 
‘America, The issue at hand? More than anything, the most fundamental aspects 
of how decisions are made at the association, who funds the spending, and who 
has a seat at the decision making table. 

And considering the plethora of changes that PCA unveiled at last year’s 
trade show, from a new name, logo, focus, to the litany of initiatives—some well 
received and others sparking instant controversy—it almost seems ironic that 
these manufacturers would pick this moment to take such a drastic step. But 
apparently these manufactures, and in fact others, have been questioning the 
trade show and association structure for quite some time, more vocally with as- 
sociation management and officers in recent years. The changes unveiled have 
not address many of those concerns. 

halfwheel.com published comments from that Glenn Wolfson, Drew Estate’s 
ceo, emailed to the new site: “PCA needs to commit to genuine engagement with 
the industry it purports to represent and provide seats with decision making and 
voting authority to the up and coming retail leaders of the future, manufacturers, 
and other key stakeholders so that together this group can work in lockstep to ar- 
rest the deterioration of the trade show, take actions that make the show valuable 
and relevant again, as well to transform the trade association in a way that meets 
the needs of all stakeholders in the premium cigar industry.” 

PCA assures the PCA 2020 show “will be full, with the family-owned man- 
ufacturers who support the brick and mortar retailers and whose products fill 
our humidors,” in a long statement. “It is more important than ever that fami- 
ly-owned businesses that built this industry come together. This year, PCA 2020 
will have some exciting new features to showcase new products and help retail- 
ers and exhibitors create and enhance relationships. We will be rolling out new 
information in the coming weeks and months on those developments.” 
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Retailinenews 


>>>TRENDS & TRENDSETTERS 
IN TOBACCO RETAILING 











INDIANAPOLIS—Rocky Patel Premium Cigars 
celebrated the grand opening of its fifth 
Burn by Rocky Patel cigar lounge location 
with the debut of its Indianapolis lounge on 
December 18. 

Located on the corner of Meridian and 
Maryland Streets, occupying part of the 
former Nordstrom's Circle Centre location 
in a historical landmark building, it joins the 
company’s Burn by Rocky Patel locations in 
Atlanta; Naples, Fla; Oklahoma City; and 
Pittsburgh. The 6,000 sq. foot lounge was 
announced nearly three years ago, and 
features opulent appointments including 
Moroccan lamps, back-lit turquoise-colored 

















Burn by Rocky Patel Indianapolis Hosts Grand Opening 


Turkish ceiling glass, and gold high-backed 
chairs, among numerous other glitzy details. 

The venue can accommodate up to 180 
guests and includes three VIP sections, two 
full service bars stocking rare and ultra pre- 
mium liquors, a state-of-the-art air filtration 
system glass-enclosed humidor displays, and 
facilities for live music 





Bits&Pieces 


BB Illinois’ new recreational 
cannabis law allows cities 

to grant local cigar shops 
and other similar businesses 
such as hookah lounges, 
permission to let cannabis 
smokers smoke marijuana in 
their shops. 

Illinois became the 11th 
state to legalize recreational 
marijuana for adult use, 
after Gov. J.B. Pritzker in 
June signed the bill into 
law that took effect Jan. 1, 
2020. Consumers aged 21 
and older can buy marijua- 
na products from licensed 
sellers in Illinois—with or 
without a medical marijuana 
card—and smoke them 
on-site in some cannabis-re- 
lated businesses. 

Julie Neumann, owner 
of Neumann Cigars and 
More locations in suburban 
Chicago, told WBGZ Radio 
it's not likely that many retail 
cigar outlets will allow mari- 
juana consumption. 

“It would be offensive to 
them if we allowed people 
to come in and smoke mar- 
ijuana,” she said. “| would 
assume others would be 
in the same position, not 
wanting to offend their cur- 
rent customers." 

Chicago Mayor Lori 
Lightfoot has already intro- 
duced such an ordinance, 
but would be limited to 
shops that make 80 per- 
cent of their revenue from 
tobacco-related products, 
are located in stand-alone 
building with proper venti- 
lation systems in place, and 
are banned from alcohol 
sales or BYOB consumption 
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AMERICA'S 


ACID 


* ACID ‘RONIN' 
SERIES 


"AGING ROOM 

» AJ FERNANDEZ 
* AL CAPONE 

* ALEC BRADLEY 
* AMBROSIA 

* ARCHETYPE 

* ARTURO FUENTE 
"ASHTON 

* ASYLUM 

*AVO 

* BACCARAT 

* BACK2BACK 

* BELLAS ARTES 

* BLACK MARKET 


* BLUE TRAIN 
BUDLES 


* BRICKHOUSE 

* BUENAVENTURA 
* CAFE CREME 

* CAIN 

* CALDWELL 

* CAMACHO 
*CAO 

* CHARTER OAK 

* COHIBA 

* COJIMAR 

* CROMAGNON 

* CUBAN ROUNDS 
* CURAVARI 

* CUSANO 
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PREMIER WHOLESALE DISTRIBUTOR 


- 


OF IMPORTED PREMIUM CIGARS 


* DAVIDOFF 

* DEADWOOD 

* DESOCIO SERIES 
* DIAMOND CROWN 
* DIAS DE GLORIA 
* DIESEL 

* DON CARLOS 

* DON PEPIN 

* EIROA 

* EL GUEGUNESE 

* ENCLAVE 

* ENCORE 

* EXCALIBUR 


* FLOR DE 
ECUADOR 


* FLOR DE LAS 
ANTILLAS 


* FOYLE 


* FRESH ROLLED 
SERIES 


* GILBERTO OLIVA 
* GRAN HABANO 
* GRIFFINS 


+ GUARDIAN OF THE 
FARM 


* GURKHA 
* H. UPMANN 
* HERRERA ESTELI 


* HIGHCLERE 
CASTLE 


» HOYO DE 
MONTERREY 


* ISLA DEL SOL 
* ER. 
» JAIME GARCIA 


* JAVA 


* JOYA DE 
NICARAGUA 


* KRISTOFF 


* LAAROMA DE 
CUBA 


* LAGLORIA 
CUBANA 


* LAHISTORIA 

* LA OPULENCIA 

* LA PALINA 

* LA PROMESA 
LA RANJA 

* LAVIEJA HABANA 

» LARS TETENS 

* LARUTAN 

» LasT CALL 

» LEAF BY OSCAR 

* LEBIJOU 1922 


»MBY 
MACANUDO 


* MACANUDO 

* MAGIC TOAST 
* MAXX. 

* MEHARI 

* MERITAGE 

* MI QUERIDA 

* MONTECRISTO 
» MY FATHER 

+ NAT SHERMAN 
* NEW WORLD 

+ NUB 


» ODYSSEY 
BUNDLES 


* OLIVA 

* PANTER 

* PARTAGAS 

» PERDOMO 

» PLASENCIA 

* PRENSADO 

* PsYKO 

* PUNCH 

* QUORUM 

* ROCKY PATEL 


* ROCKY PATEL 
“MERITAGE" 


» ROMA CRAFT 


* ROMEO Y 
JULIETA 


* SAINT LUIS REY 
* SAN LOTANO, 

* SANCHO PANZA 
* SOBREMESA 

* SPIRIT AGED 

* TABAK ESPECIAL 
* TATIANAS 


+ THE JUDGE 

+ THE TABERNACLE 
* THE UPSETTERS 

* TOSCANO 

+ TRINIDAD 

* UNDERCROWN 

* VILLIGER 

* WARPED 

* WINSTON 


CHURCHILL 


» WISE MAN 


MADURO. 


.. PLUS LARGE SELECTION OF DISPLAY HUMIDORS, CUTTERS, AND ACCESSORIES! 
CHECK OUT OUR PRICES 
CALL FOR A CATALOG & MONTHLY SPECIALS 


AIsvi « AIGNAMA « HSTUI « LSWA « ATAN3TM « HSIN « LSVi « AIGNAMA « HSTUA « LSVA 


800.328.1001 


WWW.ALLIANCECIGAR.COM 
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>>>PRODUCTION, DISTRIBUTION, 
REGULATION, TRADE 








p> Cigar Box Factory Estelf Moves to Larger, Modern Facility 


ESTELI, NICARAGUA—Cigar Box Factory Esteli 
(CBFe), a leader in the cigar industry known for 
making high quality cigar packaging and hu- 
midors, has opened a new, larger and modern 
factory. CBFe continues to operate in the world 
capital of handmade premium cigars, Esteli 
Nicaragua. The new 21,500 square foot facility is 
located at Km 156 1/2 Carretera Panamericana 
Norte within the Esteli Free Trade zone. 

The new location is equipped with the 
highest quality machinery which, along with 
a highly qualified and expert staff of over 100 
workers and the use of novel and top-quality 
materials, guarantee greater productivity and 
efficiency, according to the company. 

CBFe boasts over 30 years in the tobacco 
industry, specializing in cigar packaging for 
renowned brands worldwide including those 
made by Drew Estate, AJ Fernandez and Alta- 
dis U.S.A. After the great success of the first 
factory, back in 2014, with its new location, 
Cigar Box Factory Esteli is now better posi- 





tioned to serve its customers. Armed with an 
International gestation certificate ISO 9001, 
their new more modern facility improves 
working conditions, provides a better experi- 
ence for visiting customers, and will increase 
the factory's already heralded efficiency. 
Cigar Box Factory Esteli’s general man- 
ager, Cesar Ramirez Saez, said the company 
looks forward to welcoming current and fu- 
ture clients to the new and improved factory, 
and will be hosting guided tours during the 
2020 Puro Sabor Cigar Festival 
Cigar Box Factory Esteli, Tel: +505 2713 6948, 
(786) 508-5972, Web: cigarboxfactoryestelicom. 








STG Completes Acquisition of Royal Agio Cigars 


DUIZEL, THE NETHERLANDS—Scandinavian Tobac- 
co Group completed its acquisition of Agio 
Beheer B.V.—the holding company of the 
Royal Agio Cigars group—from Highlands 


“The acquisition leaves Scandinavian 
Tobacco Group as a bigger, more competitive 
and more profitable company better suited to 
pursue growth and create value for our share- 





Beheer B.V. effective January, 2 2020 
following clearance from the relevant 
competition authorities and comple- 
tion of statutory works councils consul- 
tation process in the Netherlands. 
Royal Agio is a leading European 





holders," said CEO of Scandinavian 
Tobacco Group, Niels Frederikse. 
Founded in 1904. Royal Agio sells 
products in about 90 countries with 
the majority of net sales generated 
in The Netherlands, Belgium, France, 





cigar company with a strong cigar 
portfolio including key brands such as 
Mehari’s, Panter, and Balmoral. The 








Germany, Italy, and Spain. Manu- 
facturing facilities include Westerlo, 
Belgium for machine-made cigars; 








company is based in Duizel, The Neth- 
erlands and has approximately 3,200 full-time 
employees. Royal Agio will provide Scandina- 
vian Tobacco Group access to a strong product 
portfolio and important market positions in key 
European machine-made cigar markets. The 
acquisition secures leading positions in France, 
Belgium, and The Netherlands and signifi- 
cantly improves the position in other key cigar 
markets such as Spain and Italy. 


Duizel, The Netherlands for finishing 
machine-made and handmade cigars; San 
Pedro, Dominican Republic for production of 
handmade and machine-made cigars; and 
Colombo, Sri Lanka for binder and wrapper 
production. 

In December 2017, the company opened 
Royal Agio Cigars USA in Bradenton, Fla. as 
its U.S. importing, marketing, sales, and distri- 
bution headquarters. 


Bits&Pieces 


Ventura Cigar 
Company announced 

‘the restructuring of its 
national sales organization 
in November in advance 
of new FDA regulations 
expected to hit the tobac- 
co industry in the coming 
months. “In a continually 
evolving environment, 
Ventura Cigar Company... 
remains a strong and profit- 
able company and will con- 
tinue to deliver high quality 
products and service to 
our valued consumers 

and customers,” the com- 
pany said in a statement 
following the significant 
downsizing of its sales staff. 
Michael Giannini, gen- 

eral manager of Ventura 
Cigar Co., said, "Making 
tough decisions has kept 
Kretek International strong 
throughout the decades, 
and | commend the com- 
pany for recognizing the 
changing market landscape 
and taking necessary steps 
‘to remain an industry 
leader. We are grateful for 
the contributions of our 
employees and wish every- 
one well as they continue 
their journeys." 


IN Sales of traditional cig- 
arettes dropped by 5.3% 
in 2018, according to a 
report released in late 
December by the Federal 
Trade Commission. The 
largest companies in the 
country sold 216.9 bil- 
lion cigarettes in 2018 to 
wholesalers and retailers, 
down 12.2 billion units 
from 229.1 billion in 2017. 
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> Personnel Moves 


> Casa Cuevas Cigars has named Alec Cuevas director 
of operations. Cuevas is the son of company president Luis 
Cuevas Jr. and grandson of master blend- 
er Luis Cuevas Sr. Alec is the fifth genera- 
tion Cuevas to join the family business. 

A Miami native, Alec grew up around 
tobacco, spending entire summers in the 
Dominican Republic with his grandfather 
at the Cuevas’ cigar factory, Las Lavas 
Cigar Factory. His passion for tobacco was 
cemented when he smoked his first cigar, 
given to him by his grandfather during a 
New Year's celebration, at age 17. Alec later went on to work for 
Neptune Cigar Super Store in Miami, while attending Florida 
International University. There, he smoked “every cigar he could 


get his hands on," says the company, in an effort to develop his 
palate with the intention of one day joining the family business. 


In separate news, the company accepted the resignation of 


1 F former national sales director Gabriel Alvarez on November 14. 
> Vrijdag Premium Printing has expanded its sales team, with 
— 





Alec Cuevas 


Stephan Qarimi joining the team as international account man- 
ager. Prior to this new position, Qarimi spent nearly 14 years in 
the cigar industry working for Royal Agio 
Cigars and Swisher International/Drew 
Estate as international sales & marketing 
manager. Qarimi brings avid relationship 
builder skills and an energetic, passionate, 
well-organized business professionalism 
and extensive global experience to his new 
position. While Vrijdag in a wide variety of 
luxury packaging segments, Qarimi will be 


MISSOURI MEERSCHAUM focusing on the premium cigar industry. 
CORN (ett) 34 Id bid AY > Dr. Stephen M. Hahn was sworn in as 
the 24th Commissioner of the U.S. Food 
Wi 2 and Drug Administration (FDA) on 
Wide sclscUae eubarain? styles December 17, 2019. Dr. Hahn is a physi- 


* Quality old world craftsmanship cian, scientist and health care leader with 
+ Sweet amoking.and jongdasting an extensive background in patient care, 
academic research, and executive leader- 
ship. Hahn replaces Dr. Scott Gottlieb who 
resigned as commissioner in April 2019; 
Norman Sharpless had been serving as 
acting FDA director prior to Hahn’s appointment. 





vs & Still Smokis" 


150 Yeo 


> Turning Point Brands announced the promotion of Graham 

A. Purdy to chief operating officer. Since joining the company in 
2004, Purdy has held a wide range of leadership positions; he built 
and ran the company's sales organization, launched the Nu-X new 
product development engine, and led transaction teams for many 
of the company's most important strategic initiatives. In his new 
role Purdy will oversee the day-to-day operations of the business. 


400 W. Front Street - PO Box 226 
Washington, MO 63090 + 800-888-2109 
pipes@corncobpipe.com 
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ESTELI, NICARAGUA—Olliva Cigars celebrat- 
ed the grand reopening of its “Tabolisa 
Uno" factory (Tabolisa 1, or Tabacalera 
Oliva de Esteli S.A) in Esteli, Nicaragua 
in December. The occasion marked the 
completion of a three-year expansion 
project which began in November 
2016 with the start of construction on 
the new facility, in Esteli, Nicaragua 
The ambitious project was designed 

to increase efficiency and capacity for 
the production of Oliva Cigars. In 2017, 





p> Oliva Cigar Celebrates Grand Reopening of 
Expanded, Renovated Tabolisa 1 Factory in Esteli 





the company completed a new box 
factory, and in late 2018 opened a new 
factory, Tabolisa 2, which focuses solely 
on rolling the group's various brands 
(Oliva, Nub, Cain), with a daily capacity 
of 25,000 cigars. Oliva then started ren- 
ovations to its Tabolisa 1 facility, which 
will increase its cigar production capac- 
ity significantly this year. Much of the 
expansion, however, was dedicated to 


employee health facilities, cigar storage, 


packaging, freezing, and aging rooms. 


My Father Cigars Buys 
Quesada’s Fonseca Brand 


ESTELI, NICARAGUA—The Garcia family’s 
My Father Cigars has purchased the 
U.S. rights to the Fonseca brand from 
Quesada Cigars of the Dominican 
Republic. The Fonseca brand was 
founded in Cuba in the 1890s by Don 
Francisco Fonseca, and Habanos S.A. 
retains ownership of the brand outside 
of the United States. Cuba currently 
only rolls vitolas of Fonseca, and is not 
considered one of its major brands 

Manolo Quesada, owner of Quesa- 
da Cigars, has been producing Fonseca 
cigars for the U.S. market since open- 
ing his first factory in the Dominican 
Republic in 1974. 

Jose “Pepin” Garcia said he was 
"proud and honored to have been 
entrusted by Manolo Quesada to carry 
on the legacy of the Fonseca name." 
Production will be moved to the My 
Father Cigars factory in Esteli, Nicara- 
gua. The family said it would be making 
changes to the brands 
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>» Calendar 


FEBRUARY 16—21, 2020 
Procigar Festival 2020 

La Romana and Santiago de los 
Caballeros, Dominican Republic. 
Premium cigar festival featuring cigar 
factory and tobacco farm tours, sem- 
inars and tastings, excursions, dinner 
parties, golf tournament, poker tour- 
nament, and charity auction. Contact: 
ProCigar, Web: procigar.org. 


FEBRUARY 24—26, 2020 
Convenience Distribution 
Marketplace 2020 

Hyatt Regency Hill Country Resort & 


Convenience Distribution Association 
(CDA). Convenience products whole- 
sale distribution conference featuring 


annual awards luncheon, networking 
events, and highly-targeted one-day 


Reston, Va., Tel: (703) 208-3358, Web: 
cdaweb.net. 


FEBRUARY 24—28, 2020 
22nd Habanos Festival 

Havana, Cuba. Tobacco plantation 
and cigar factory visits, trade fair and 
seminars, international habanosom- 
melier contest, cigar rolling master 


S.A., Web: festivaldelhabano.com, 
habanos.com. 


Spa, San Antonio, Texas. Presented by 


distributor-focused education sessions, 


marketplace show floor. Contact: CDA, 


class, social events. Contact: Habanos 





MARCH 22—26, 2020 

TAA 52nd Annual Convention 
Sheraton Grand Los Cabos Hacienda 
del Mar, Los Cabos, Mexico. 
Members only. Contact: Tobacconists’ 
Association of America, Tel: (770) 597- 
6264, Email: info@thetaa.org, 

Web: thetaa.org. 


APRIL 4, 2020 

23rd Annual Raleigh 

Pipe & Tobacco Expo 

N.C. State Fairgrounds, Gov. James 
E. Holshauser Building, Raleigh, N.C. 
Hosted by the Triangle Area Pipe 
Smokers (TAPS). Artisan pipe carvers, 
estate sellers, accessories, tobacco 
and pipe importers, distributors, and 
more. Contact: TAPS, Tel: (919) 848- 
0685, Email: show@tapsclub.us, 
Web: tapsclub.us. 


MAY 2—3, 2020 

Chicagoland Tobacciana Show 
The Mega Center, Pheasant Run 
Resort, St. Charles, Ill. Pipe & tobacco 
marketplace. Contact: Craig Cobine, 
Chicagoland Pipe Collectors Club, 
porshcigar@aol.com, Tel: (630) 236- 
6202, Web: chicagopipeshow.com. 


JULY 10—14, 2020 

PCA 88th Annual Convention 
and International Trade Show 
Sands Expo Center, Las Vegas, Nev. 
Contact: Premium Cigar Association 
(PCA), Washington, D.C., Tel: (202) 621- 
8064, Email: info@premiumcigars.org, 
Web: premiumcigars.org. 





AUGUST 21—22, 2020 

North American Society 

of Pipe Collectors (NASPC) 

2020 Swap/Sell Pipe Show 
Crowne Plaza Columbus North, 
Columbus, Ohio. Dealer Tables, $120. 
Free attendance. Information and 
table reservations: Jeff Knoll, (614) 
306-6239, email: president@naspc.org, 
Web: naspc.org. 


AUGUST 27—28, 2020 

24th Annual Smoker Friendly 
Conference & Tobacco Festival 
Omni Interlocken Resort, Broomfield, 
Colo. Contact: Mary Szarmach, Toll- 
free: (888) 751-2785 ext. 217, 

Email: info@smokerfriendly.com, 
Web: smokerfriendly.com. 


SEPTEMBER 18—20, 2020 
InterTabac/InterSupply Dortmund 
Westfalenhallen Dortmund, Germany. 
34th International Trade Fair 

Contact: Nina Kapitan, Tel: +(49)(231) 
1204-586, Fax: +(49)(231) 1204-678, 
Email: mina.kapitan@westfalenhallen.de, 
Web: www. inter-tabac.de. 


OCTOBER 31—NOV. 1, 2020 
12th Annual West Coast Pipe Show 
Palace Station Hotel & Casino, Las 
Vegas, Nev. Hosted by Steve O'Neill 
and Marty Pulvers. Guest speaker 
Sykes Wilford, Smokingpipes.com. 
Pipe smoke-friendly exhibit hall with 
lounge and full bar. For table reserva- 
tions and information, visit westcoast- 
pipeshow.com. 





ST. CHARLES, ILL—News that the finan- 
cially troubled Pheasant Run Resort in 
St. Charles, IIl., site of the Chicago Pipe 


not be in operation to hast the 2020 
show in May, sent show organizers at the 
Chicogland Pipe Collectors Club (CPCC) 
scrambling for information and potential 
alternate locations for this year’s show. 

In November, the Kane County 
Chronical reported that commercial 
property broker Colliers International had 
listed the 56-year-old resort for sale on its 


investors group bought Pheasant Run 





Show for many years, is for sale and might 


website—not an unusual situation. A hotel 


p Chicago Pipe Collectors Club Assures 2020 Chicago 
Pipe Show Will be Held Despite Venue Concerns 


from foreclosure in 2014, and since then 
it has been managed by Schaumburg, ll- 
based Hostmark Hospitality Group. 

But last fall, the city of St. Charles 
received a letter from Hostmark 
Hospitality Group about Pheasant Run's 
proposal to restructure, which included 
a plan to lay off 150 of the resort’s 190 
employees by mid-January, according to 
the newspaper. The CPCC had reported 
conflicting or incomplete information 
from resort officials regarding the status 
of the 2020 show there. 

“The Chicagoland Pipe Collectors 
Club is committed to hold the Chicago 


Pipe Show on May 2 and 3, 2020," said 
Craig Cone, Chicago Pipe Show director, 
in a statement in November. "We con- 
tinue to work with Pheasant Run regard- 
ing the show and our contracts with 
Pheasant Run for the next four years. We 
are also considering other venues in the 
area in the event Pheasant Run is not 
available. There will be a Chicago Pipe 
Show in 2020. We will update any chang- 
es in location of the 2020 show." 

Cobine has since reported that 
Pheasant Run has assured the club that 
laid off employees will be called back 
after the slow winter months and that the 
resort will be open and hosting the 2020 
Show in May as planned. Visit chicago- 
pipeshow.com for full details. 
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SURGEON GENERAL'S WARNING: | 
Smoking Causes Lung Cancer, 
Heart Disease, Emphysema, And 
May Complicate Pregnancy. 
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Industrial Perfection: 


La Familia 


Industrial Cigar Company of Frisco, Texas, is a family business and 
a business of family that set out to redefine the retail cigar shop and 
cigar lounge experience. > BY JEFF BOLTON 





he very first thing you notice 
| when you enter Industrial Cigar 
Company (ICC) is that you've 
never seen a cigar shop like it before. 
You might be tempted to turn around, 
walk back out, and look up at the sign 
to make sure you haven't entered the 
wrong establishment. 

But no, you're in the right place, and 
the cigar expert behind the small counter 
is there to greet and guide you into anew 
and remarkable customer experience. 

ICC is legitimately like no other pri- 
vate or manufacturer cigar lounge in the 
world. There’s a simple reason for that: 
one American family has created the 
future of the retail cigar industry on a 
blank sheet of paper and they are suc- 
ceeding wildly in Frisco, Texas, the fast- 
est growing city in the United States. 

ICC's design, style, and retail model 
is a stark contrast to the retail cigar shop 
and lounge asit has been presented since, 
well, forever. The traditional industry 
model of arrive, purchase, depart—and 
maybe sit briefly—is in stark contrast 
to ICC's forward-thinking model of in- 
tensely focusing on a full spectrum cus- 
tomer experience. With this approach 
you begin to genuinely understand how 
differently the Frakes family approaches 
the business... all six of them. 


THE FAMILY 
In May of 2011, Dave was living and 
working in Dallas. He came home one 
evening to find the boys home from 
college doing what college boys do: 
they were in the hot tub smoking cigars 
and they tried to hide them when dad 
walked near. Good luck. Dave turned 





on his heel, put a bathing suit on, pulled 
four Cuban cigars from his humidor, and 
went back outside to the hot tub. 

Thus began the process of the next 
phase of family life: the boys thought it 
was cool to smoke a cigar with dad— 
and dad had the gift of hanging with the 
boys for a couple hours without wearing 
his parent hat. 

At Christmas, Dave bought them 
boxes of cigars and the more time they 
spent with each other smoking, cigars, 
the more it became the hub of their wheel 
together. Those experiences led them to 
ask each other: 
business together to create something 


ae 





what if we went into 














new and super cool in the cigar business? 
‘And thus, the family Frakes decided to 
go into business together, Father, Dave 
(president, merchandising, vendors, ac- 
counting), sons Brandon (branding, mar- 
keting, advertising), Nathan (inventory 
control and merchandising), Andrew 
(hospitality and staff management), and 
spouses Beglije (event planning) and 
Alejandra (personalization). All co-own- 
ers. All working at ICC in one specific 
area and rendering opinions on everyone 
else’s areas of responsibility. It should be 
Game of Thrones (without the awful end- 
ing. But instead, it works incredibly well 
and looks more like Oceans 11. 
Co-workers are one thing, but six 
family members working together is 
virtually unheard of in today’s business 
world. Dave raised the three sons as a 
single dad from ages 6 to 12, and they 
formed an extremely tight bond. When 
Dave and Beglije (pronounced beg-lee) 
married, she immediately embraced 
the role as “mother of the boys” as they 
were going into their teen years, Those 
two events resulted in a family that is 
extremely tight. The boys describe dad 
as strict but fair, and he describes them 
as smart, sober, and respectful kids, 

















February 2020 SMOKESHOP 19 





> RETAIL PROFILE 








The Frakes guys: Dave Frakes 


points to their close relationship as the 
key to making it easy to go into busi- 
ness with them. 

“Their natural drive pushes each 
other and me in the business,” Dave 
explains. “We genuinely like each oth- 
er and we're in this fight together to be 
great at operating our business for our 
customers. We're very lucky that our 
din 
the business and understand the com- 





wives support our drive to suc 





mitment we must have to succeed. We're 
in it to win it.” 


The first step in the process of cre- 
ating a vision was to start learning, and 
the family began the arduous journey to 
opening day by taking the ultimate cigar 
shop road trip across America 


ON THE ROAD... A LESSON 

IN BRANDING AND DESIGN 

It has long been said that learning from 
the mistakes of others is the least expen- 
sive education you can get. The Frakes 
took advantage of that approach by 
touring cigar shops nationwide and not- 
ing what worked—but especially what 
didn’t. Many legacy shops were over 





and sons Brandon, Nathan, and Andrew. Bonding over 





decorated with vendor imagery and par- 
aphernalia, and many lounges resem- 
bled a jumbled den with worn furniture. 
The family found that there wasn’t a lot 
of logical thought given to the design of 
many facilities, and even less to clean air 
and shop cleanliness. 

“Our shop was designed by eve 





thing we learned in our travels to many, 
many shops,” said Nathan, “For exam- 
ple, we dust constantly and clean the 
bathrooms at least three times a day. We 
actually made the bathrooms white so 


>It has long been said that learning from 
the mistakes of others is the least expensive 
education you can get. The Frakes took 
advantage of that approach by touring cigar 
shops nationwide and noting what worked— 
but especially what didn’t. 





can see that they're clean. Cus- 
ee everything,” 
ICC has replaced their furniture two 


people 


tomers s 






times in the last year and a half and con- 
tinues to learn every day in pressing for 
the ultimate customer experience. As in 
life, the family was also mentored by a 
set of talented friends during the pro- 
cess of creating and opening ICC. 

“It is also very important to note that 
we didn’t do this alone,” said Dave. “If it 
weren't for established mentors like Jeff 
Haugen, owner of Crux Cigars and To- 
bacco Grove in Maple Grove, Minn., and 
Jeff Doll of Safari Cigar Lounge, Omaha, 


igars started as a random encounter. 











Neb,, we would be nothing more than 
a group of guys doing our best to run a 
marathon with our eyes closed. We owe 
a great deal to great friends who have 
helped us before ICC was ICC.” 

The Frakes looked at multiple loca- 
tions to open the first store, including 





several in an industrial area near their 
current retail location. While they didn’t 
settle in the industrial area, they reflect- 
ed on their first trip to Nicaragua and 
a day when they were impacted by a 





specific Esteli-based factory that resem- 
bled an iconic industrial-era American 
warehouse. From those impressions, the 
family ultimately elected to brand their 
efforts with the “Industrial” name, im- 
agery, and mantra, Measured, precise, 
specific, productive 

“We wanted to build a brand that 
would perfectly represent our family 
commitment to the business and to each 
“That led to the 
iconic use of a classic bolt head in our 








other,” said Brandon. 
branding. The hexagon of a bolt fea- 
points, each point representing 
a member of the family. You'll find it 


ture: 





everywhere in the store—it’s in our fix- 
tures, our floor tiles, even the hexagonal 
mesh we use to separate the humidor 
with our member's lockers. It puts the 
figurative writing on the wall as why we 
are doing this... to build our family.” 

Once the brand and logo were iden- 
tified, the store design and concept was 
created. Dave's daughter-in-law Alejan- 
dra (Ale for short), an extremely talented 
designer, went to work. The effort began 
with 3D CAD renderings of the new build- 
ing and worked very precisely through ev- 
ery single element of the mission. 
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>Top: The BYOB public lounge is open to all patrons. Customers can also buy monthly “public memberships" accessing discounts, mem- 
ber-only events, and humidified locker rentals. Above: The private lounge is accessible only to private membership customers, with additional 
amenities including use of a conference room, private humidified lockers, liquor cabinet access, and a private rear entrance. 
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“We wanted to be crisp, tight, and 
minimal in the design of the entire fa~ 
cility while paying homage to the indus- 
trial era,” said Ale. “To that end, every 
detail, down to the door pulls on the pri- 
vate lockers, is important—they match 
the ICC logo precisely.” 


stainless-steel walls are perforated. 
The perforations allow for humidifi- 
cation to flow from the humidor itself 
into the lockers on the other side of the 
walls. It’s a fantastic design feature that 
is a microcosm of the ICC approach to 
the business. 





>The humidor is the shop’s crown jewel 

of industrial design and a true functional 

work of art. The steel and |-beams are clean 
and elegant, and the stainless-steel walls 

are perforated. The perforations allow for 
humidification to flow from the humidor itself 
to the lockers on the other side of the walls. 





The detail of the wall design is high- 
ly unique and features a view of a De- 
troit factory through the windowpanes, 
giving the illusion you're having a cigar 
outside an old factory. In another unique 
twist, instead of the traditional cigar 
store indian standing in the lobby, ICC 
features a 1911 Indian board track rac- 
er motorcycle. It’s a huge hit with cus- 
tomers. The building’s vital structures, 
ie. structural steel, HVAC, etc. are also 
highlighted in the design. Even the dye 
in the concrete is different in each indi- 
vidual lounge and the subtle difference 
in the environments is thoughtful. 

The humidor is the shop's crown 
jewel of industrial design and a true 








functional work of art. The steel and 
I-beams are clean and elegant, and the 





“We talk about these details when we 
take people on tours of the shop,” says 
Andrew. “When you pay attention to the 
details, it’s comfortable and it’s really the 
things you don’t see that make it special.” 

ICC brought friends and customers 
through the shop every Wednesday as it 
was being constructed. Customers actu- 
ally helped choos 
some members even signed aluminum 
studs before sheet rock went up. The re- 
sult of that attention to detail before the 
store opened? A full private membership 
roster on day one. 

The family also spent significant time 
in the years before opening day in a doc- 
toral level study of every facet of cigars. 
The result of those studies is a radical de- 
parture from the industry norm of popu- 








colors in the shop and 








lating the humidor with everything but 
the kitchen sink. 


CIGARS: WHO MAKES THE CUT? 
ICC is known among experienced cigar 
smokers in the Dallas-Fort Worth market 
as the place to go if you're serious about 
cigars. To that end, there is a critical dif- 
ference in the mix of cigars in the ICC 
humidor as opposed to every other hu- 
midor I've personally experienced over 
the past twenty years in the business. 
Every single stick with shelf space in the 
humidor has been previously smoked 
by Dave, Brandon, Nathan, and Andrew. 
Every one. Even more importantly, in 
order for a cigar to have a coveted slot 
in the humidor, all four partners must 
unanimously agree, along with a revolv- 
ing group of customers and members. 
That's a high bar, and the humidor con- 
tent is reflective of that discernment. 

It’s not the largest humidor in the 
market, but the best of the best in quali- 
ty, price, and value are in the humidor— 
and nothing else. There are no throw- 
away cigars. Even the “house” cigar is 
an actual premium offering and priced 
accordingly. 

“Why would you put your name ona 
72-cent cigar?,” Dave says. “We worked 
with Darren Cioffi (Principle Cigars) 
and Hendrik Kelner Jr. (Kelner Boutique 
Factory) to design a house cigar that can 
support our business and we put our ab- 
solute best foot forward with that stick. 
That's a far different mentality than 
the norm. We will ultimately have six 
different cigars with each family mem- 
ber having a cigar that fits their profile 


c 


Within the walk-in humidor is a separate area behind a bank vault door housing “fine and rare cigars" and a member aging 
cabinet; ICC's house brand, made by Principle Cigars and Kelner Boutique Factory; In September, ICC held its First Annual ICC Rodeo 
which included a mechanical bull-riding competition with prizes. A portion of proceeds benefited several local charities 
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perfectly.” In order to support a highly 
discriminate product mix in the humidor 
an improved and enhanced approach to 
customer experience and education was 
also created by the family team. 


THE ICC RETAIL MODEL 
AND CUSTOMER EXPERIENCE 

ICC strives for every customer to be es- 
corted into the humidor for a thorough 
ICC experience to qualify their cigar 
knowledge. Customers spend significant- 
ly more time in the ICC humidor because 
of the depth of knowledge of the staff. 
That, combined with a forward-thinking 
approach to drawing out customer pref- 
erences, knowledge, and desires results 
in a more educated, thoughtful custom- 
er, For example, ICC sells a tremendous 
number of Atabey cigars—an impecca- 
bly-presented ultra-premium Costa Ri- 
ca-produced brand that is less familiar to 
many cigar smokers. In fact, the top five 
best-selling cigar brands in the humidor 
are not what one would expect, and ICC 
is proud of that fact. 

“We take the merchandising ap- 
proach and attitude of the very best re- 
tailers in America,” Dave says. “I would 
rather have an open spot in the humidor 
than an average cigar. It’s our respon- 
sibility to be proper consultants to our 
clients and make sure we know every ci- 
gar in the humidor inside and out.” The 
humidor also features a full-size, no-kid- 
ding vault door, and it’s not a prop. Be- 








> A fixture artist recreates ICC's logo in steel for a wall sign in the entrance lobby of the store, 
Industrial materials are employed throughout the premises as a recurring design element 





hind that steel monster is a significant 
collection of ultra-premium and vintage 
cigar offerings that is dizzying to the eye. 
The offerings, and the psychological val- 
ue of stepping through the door itself, 
present another highly unique approach 
to retail cigar marketing. Noting that 
they don’t sell what they don’t know, the 
shop doesn’t sell pipes or pipe tobacco, 
and has an elegant, minimum number of 
accessories and related merchandise. 





MARKETING: CIGAR 101, 

SOCIETIES AND EVENTS 

With the motto, “It’s your lounge, we 
run it for you,” ICC’s approach to cli- 
ent education and events is also highly 
unique and revolves around one-of-a- 
kind efforts. Their Cigar 101 classes are 
extremely popular and consist of sub- 
jects like how to spot fake Cubans, the 
perfect techniques for both cutting and 
lighting different types of cigars, and 
blending sessions with notable industry 
heavyweights. 

ICC has also developed a highly 
evolved group of societies for their mem- 
bers: bourbon, scotch, tequila, chocolate, 
and coffee represent the most popular 
groups. Experts pair cigars with the soci- 
ety’s object of desire for lengthy, memo- 
rable events. Private member events are 
elegant and interesting. Date Night, for 
example, is a beautifully catered dinner 
with food, wine, whiskey, chocolate, and 
cigar pairings. The Cigars and Pars event 








is a group golf lesson and cigar educa- 
tion event with Andrew, who is also a 
PGA Golf Professional. There are also a 
number of annual events that draw hun- 
dreds of people for unique cigar lounge 
experiences. Frakesenstein Manor is an 
annual Halloween party that transforms 
the lounge into a movie quality set and a 
different theme each year. This is where 
Beglije and Ale’s strengths shine, creat- 
ing personalized gifts for attendees to 
match the quality of the decorations. ICC 
is widely known as “event happy,” and 
with good reason, because they are well 
attended and expertly executed. 


THE ICC FUTURE 
If anything, ICC’s phenomenal success 
over the past several years may pale as 
2020 will usher in the beginning of the 
company’s next business phase: their 
expansion plans. In partnership with 
renowned cigar industry titans Nelson 
Alfonso Sr. and Jr, ICC is transforming 
its private member lounge into the first 
Atabey Cigar lounge in the United States. 

The Alfonsos, who own Selected 
Tobacco and the Atabey, Byron, and 
Bandolero brands, are enthusiastic sup- 
porters of ICC and the family. “We talk- 
ed with Davidoff initially, but our part- 
nership with Nelson and Nelson Jr. is so 
strong that we elected to double down on 
our partnership with them,” Dave said. 
“They actually had plans to open the 
first Atabey lounge in Miami, but they 
kindly gave us the opportunity to open 
the first one in the United States. That's 
beginning in the first quarter of 2020. 
The effort will combine the ICC theme 
with their ultra-premium brands. It’s a 
partnership we're honored to have.” 

The totality of the uniqueness of ICC 
makes it a viable concept to franchise, 
and those plans will be solidified and 
launched as well. “It has been incredible 
to see our ICC family grow to the size it 
has in just two years, said Beglije. “We 
live our motto everyday: ‘I may have 
had a better cigar, but I've never had a 
cigar in a better place,’ and we are excit- 
ed to bring that to other markets over the 
next few years.” 

Don’t blink. The iconic ICC hexagon 
logo may be commanding the high 
ground in town near you before you 
know it. 
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CUSTOMER TESTIMONIALS 
FOR INDUSTRIAL CIGAR CO. 


"ICC is far from just a cigar lounge...tt's a country club for cigar 
enthusiasts, The Frakes family has gifted Frisco with a crown 
jewel, one of the best cigar lounges in the country! ICC offers 
an experience unlike any other. ICC has created a warm/inviting 
sense of community/culture for their patrons/members to enjoy 
a welcoming environment, amazing service, high end boutique 
brands not found elsewhere, education, spirit societies, social 
outings/special events...cigars and cars, cigars and golf, mem- 
ber appreciation, Networking and the friendships established 
from the commonality and love for cigars is priceless!” 

—Kevin O. 


“ICC is a place where the word stranger doesn’t exist—you're 
not only greeted by a helpful and knowledgeable staff, but also 
a fine array of cigars and a comfortable contemporary environ- 
ment. It truly is my second home.” 

—Tyrone D. 


“Industrial Cigars is amazing... a great selection from budget 
friendly cigars to the highest end unique brands that you won't 
find at regular shops! 

This is a family owned business with the customer service 
from help in the humidor all 
the way to ice for your drinks and snacks 


experience as their primary goal 


The other thing that separates this shop from the rest is the 
education they provide on not just the cigars they carry, but 
cigar etiquette in general 

They hold many events, from Cigar 101 to hosted parties for 
the holidays and welcome everyone from a first-time cigar smoker 
to their members and treat everyone with the greatest respect! 

Great place to relax and enjoy a sporting event on the sev- 
eral televisions as well. Unlike most cigar shops, the furniture is 
comfortable and well taken care of as well. 

First class establishment and by far one of the finest cigar 
shops in the country!” 

—Eliot H. 


"Great people, great conversation, and great cigars. It's my 
extended family and home away from home.” 


Christ 





> ICC carries a focused selection of accessories, including Brizard & Co. 
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LEGISLATIVE UPDATE 


Tabaces 21 Becataes an 


Overnight National Reality 


Industry continues to come to grips with the swift passage, and 
immediate implementation on Dec. 20, of a national minimum legal age 
of 21 to buy all tobacco and nicotine products.> STAFF REPORT 


hile age 21 is now the law of 
the land for the purchase of all 
tobacco products, including 


vape and e-cigarettes, in the U.S., there 
is no shortage of confusion and second 
guessing as the nitty-gritty of myriad en- 
forcement issues come into play. 

On Dec. 19, the U.S. Senate approved 
the Tobacco-Free Youth Act, introduced 
by US. Senate Majority Leader Mitch 
McConnell (R-KY) and Senator Tim Ka- 
ine (D-VA) in April to raise the nation- 
wide minimum age to buy all tobacco 
products from 18 to 21. 

Utilizing his role as Majority Leader 
and asa senior member of the Senate Ap- 





propriations Committee, McConnell se- 
cured the bipartisan bill in the Fiscal Year 
2020 government-funding agreement, 
which was signed by President Donald 
Trump into law the following day, Dec. 
20. The Senate approved the spending 
bill to avoid a government shutdown, 
and while the industry had been closely 
following, several such tobacco bills in 
Congress, McConnell’s move wasn’t ex- 
actly expected. 

Confusion immediately set in. The 
signed spending bill provided that the 
US. Food and Drug Administration 
(EDA) had up to six months to propose 
updated regulations reflecting the in- 








creased age, including procedures for 
verifying the age of purchasers who ap- 
pear to be under 30, and providing oth- 
er direction and guidance for retailers 
Those regulation would be required to 
take effect no later than 90 days (three 
months) after the FDA publishes the final 
rule. 

However, the amendment increasing 
the age is statutory in nature and became 
effective immediately, despite the con- 
flicting directives to FDA. The FDA in fact 
confirmed that interpretation, posting on 
its website, “On December 20, 2019, the 
President signed legislation to amend the 
Federal Food, Drug, and Cosmetic Act, 
and raise the federal minimum age of sale 
of tobacco products from 18 to 21 years 
It is now illegal for a retailer to sell any 
tobacco product— including cigarettes, 
cigars and e-cigarettes—to anyone under 
21. FDA will provide additional details on 
this issue as they become available.” 

Details, however, have been scant. 

At press time, the Premium Cigar 
Association (PCA) announced it had 
ek- 
ing clarification on the implementation 











joined a coalition of retail groups 





of the tobacco sales purchasing age. The 
letter signed by PCA along with the Food 
Marketing Institute (FMI), National As- 
sociation of Convenience Stores (NACS), 
National Association of Truckstop Oper- 
ators (NATO), National Grocers Associa 
tion (NGA), Petroleum Marketers Asso- 
ciation of America (PMAA), and Society 
of Independent Gasoline Marketers of 
America (SIGMA) seeks additional guid- 
ance from the FDA. 

The letter submitted on Jan. 10 direct- 
ed to Mitch Zeller, director for the Center 
, “To date, a 
three-sentence note on the FDA website 





of Tobacco Products, 





rat 





is the only communication on Tobacco 21 
our retail members have seen from the 
agency. That note does not even appear 
on the home pages of the FDA or the 
Center for Tobacco Products. As such, 
retailers of tobacco products across the 
United States face significant confusion 
about the transition to age 21, require- 
ments for compliance, and enforcement 
efforts. While some states have clarified 
that they will not enforce the new age 
restrictions until receiving implementing 
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regulations from FDA, others have indi- 
cated they will pursue enforcement now. 
This is particularly confusing for retailers 
who operate in multiple states.” 

The FDA has not provided any addi- 
tional details or public awareness materi- 
als to date despite requests from industry 
stakeholders. 

“The FDA needs to step up and pro- 
vide more information to manufactur- 
ers, retailers, and consumers on Tobacco 
21. The immediate action to require T21 
compliance without any guidance has 
confused everyone in the industry in- 
cluding state and local authorities,” says 
Joshua Habursky, the PCA’s director of 
federal affairs. The PCA will continue to 
work with retailers on Tobacco 21 com- 
pliance at both federal and state levels. 

To date, 12 states and hundreds of 
localities have already raised the tobac- 
co purchase age to 21, but the new Fed- 
eral age supersedes all exemptions that 
may be in place. For example, a new age 
21 law passed in Texas went into effect 
on Sept. 1, but didn’t apply to military 





members over the age of 18; that exemp- 
tion, and others in place at any level 
throughout the country, are no longer 
valid under the federal statutory amend- 
ment raising the age to 21. 

While it is apparent that age 21 en- 
forcement mechanisms are not in yet 
place yet at FDA, nor in many states 
that didn’t already have an age 21 law 
in place, some states are quickly pro- 
ceeding with enforcement. 

Based on its own consultation with 
legal experts, SATA is urging its own 
retail members to not only cease selling 
tobacco products to anyone under age 21, 
and immediately require government-is- 
sued identification for customers under 
30 (the old standard was 27), but it is also 
recommending that all tobacco store staff 
should be 21 or older. 

“If you have staff under the age of 21, 
it is our recommendation that you assist 
them in finding new employment and 
begin seeking replacement of those staff 
members now,” SFATA declared in an 
email to members. 





At this juncture, PCA doesn’t believe 
employees are affected by the higher 
sales age. “The new federal law prohibits 
retailers from selling tobacco products to 
anyone under 21, but it does not estab- 
lish a federal statutory minimum age for 
sales clerks selling tobacco products to 
customers, PCA wrote in a recent Q&A it 
posted on its website. “In an earlier guid- 
ance document regarding federal restric- 
tions on sales of cigarettes, roll-your-own 
tobacco, and smokeless tobacco prod- 
ucts, FDA acknowledged that its existing 
regulations do not directly address the 
age of the sales clerk. 

“However, FDA has asserted that all 
employees within a store would need to 
be at least 18 in order for the store to sell 
such products from vending, machines 
or self-service displays. Additionally, 
some state or local laws may set a mini- 
mum age for clerks selling tobacco prod- 
ucts. We suggest you contact the appro- 
priate authorities in your state or locality 
to determine if there is such an age re- 
quirement for sales clerks. 
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Macanudo Game Changer 


Innovations in leaf, from aging to blending, have been at the heart 
of Macanudo's rise to prominence in the premium cigar business and 


among the top globally recognized brands. > BY FRANK SELTZER 


ack in 1968 when Edgar Cullman’s 
Be Cigar Company bought a 
small Jamaican factory, very few 
people could have guessed that trans- 
action would be the birth of one of the 
world’s most recognized brands and one 
of the biggest innovators in the cigar in- 
dustry: Macanudo 
According to Steve Abbot, Macanu- 
do's s 


for Macanudo has been focused in two 





enior brand manager, “Innovation 


areas: limited editions that are centered 
on the brand’s heritage, and full-time 
launches that change the way people 
think about the brand.” 

The brand does have a long history. 
In the mid-1960s, Jamaica was the place 





to be 
Bond’s lan Fleming, had stunning beach- 


After all, it was home to James 


es, and was a short flight from New 
York. Edgar Cullman had a vacation 
home there 

s home to sever- 


Jamaica also v 





al small cigar operations left over from 
World War Il. During the war, Cuba 
could not sell its cigars to England be- 
cause the country had no money to 
spare. But by moving some operations 
to the commonwealth of Jamaica no hard 
cash was needed. Says Benji Menendez, 
“They printed all the pictures of the King 
they wanted. So the factory was a joint 
venture of Fernando Palacio and Menen- 
dez y Garcia, my family’ 





company.” 





MACANUDO 


So in Jamaica was the birth of the 
brand called Macanudo. The makers 
of Punch needed a new brand to sell 
to England and former King Edward 
loved the word Macanudo. He learned 
it from Argentinian polo players and it 
meant “super” or “fantastic.” The Cu- 
bans thought it would be welcomed by 
the British for thei 
Jamaica continued producing cigars for 
England until the mid-1950s when Cuba 
opened back up to the British for cigars 





new Jamaican cigar. 








leading premium cigar 
brand in the U.S. Numerous line extensions 
and innovations over the years, focused on 
its tobacco processes and blending, have 
brand at the forefront 


Macanudo is t! 
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and the Jamaican factory and Macanudo 
brand were sold to an Englishman. After 
spending his vacation in Jamaica, Edgar 
Cullman decided to buy the little facto- 
ry there to start making premium hand- 
made cigars, the first being Macanudo 
Up until this point, Connecticut to- 
bacco was not considered worthy of a 
premium cigar. But Cullman’s first job 
was growing Connecticut shade wrapper 
for his father Joseph. Edgar knew the po- 
tential of the leaf, According to Edgar Jr., 
“When we started making Macanudo in 
Jamaica, we developed a process for ag- 
ing and curing the Connecticut shade. It 
was always very blonde and light tobac- 





co and used for White Owl cigars. It was 
not considered a premium tobacco until 
we developed this process for curing. 
We also used a different position on the 
stalk. Each priming in Connecticut, two 
or three leaves, were taken off the bottom 
first. These lower primings were used for 
White Owl and the upper primings were 
a little heavier and richer. This was the to- 
bacco we developed for Macanudo.” 
Macanudo became one of the first 
premium cigars to use Connecticut shade. 
Consumer response was fantastic. And as 
sales grew over the years, new sizes were 
added. However, Cullman had other 








The launch of the Macanudo Vintage Cabinet Selection in 1989 by the Cullman family, owners of General Cigar Company at the time, trail- 
blazed a new approach to limited edition premium cigars, having set aside limited quantities of outstanding crop harvests for extended aging, 


ideas for Macanudo. One concept was to 
launch a vintage series. To that end, Cull- 
man began setting tobacco aside for his 
eventual vintage series 

General Cigar built up a tobacco li- 
brary, where bales from every crop year 
were put aside for the eventual Macanu- 
do vintage dream. But not all of the to- 
bacco was perfect for a vintage. When 
the crop was ready to go to market, after 
about several years of age, Cullman and 





his master blenders would make a cigar 
to see how the tobaccos had developed. 
There are micro-climate conditions that 
vary from year to year, making each crop 
a bit different. While the cigar makers 
knew if a crop was good at the time of 
harvest, it was not until that tobacco was 
fermented and had at least two years in 
the bale to truly know if it was a vintage. 
If the tobacco was looking good, then ev- 
ery six months or every year they would 
make a cigar to taste it, and also to de- 
termine when the tobacco was perfect. 
When the tobacco is that good it keeps 
getting better, and if it kept getting better 
it would be released as a Vintage. This 
was something common in the wine in- 
dustry at the time, but totally unheard of 
in the world of cigars. 

By 1989, the Cullmans agreed the 








1979 crop was a true vintage and Ma- 
canudo launched its Vintage Cabinet 
Sel 
bacco, a first for the cigar industry. Since 





tion line using that 10-year-old to- 


that launch, there have been a few more 
crops declared a vintage year, always 
using the same standards as set up by 
the Cullmans. To this day, the Macanu- 
do Vintage series is always in demand 
During the cigar boom in 1996, Ed- 
gar, Jr—having taken over from his fa- 
ther at General Cigar—thought about 
what innovation the company could 
make to bring Macanudo, already the 
leading premium cigar brand world 
wide, to a greater audience. He said he 
wanted people to be able to actually 
live the lifestyle. The result was Club 
Macanudo in New York City, where 








patrons could experience the best in 
food, spirits, and of course cigars in a 
unique environment. 

“For example, we actually took to- 
bacco leaves and made a mold for pre 
ing it into the plaster on the wall, Edgar 
Jr. says. “You can see tobacco leaves that 
make an interesting pattern. The shapes 
of the sconces are replicas of Macanudo 
boxes. The mural in the main room is the 
cigar industry moguls looking like they 
are standing around the bar.” Club Ma- 
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canudo was the first cigar-branded club 
in the United States, and it remains a 
luxury cigar destination and a mainstay 
in New York City’s competitive restau- 
rant and nightlife scene 24 years later. 
In 1998 and 1999, 
followed 


Macanudo 
the trend towards more 
full-bodied cigars with the release 
of the Macanudo Robust and the Ma- 
canudo Maduro. By 2000, the compa- 
ny closed its factory in Jamaica and 
moved all of Macanudo’s production to 
Santiago, Dominican Republic. When 
stronger cigars became the rage at the 
turn of the century, Macanudo again 
changed the game by going in the op- 
posite direction with the smooth and 
mild Macanudo Gold Label beginning 
in 2002. Using a special lighter Con- 
necticut leaf and a unique fermentation 
process, the Gold Label became known 
as a very mild and smooth cigar with 
natural sweetness since the special thin 
wrapper leaves got less sunlight, there- 
by keeping more of their natural sugars 
with barely visible veins. The limited 
Gold Label series has become a staple 
of the Macanudo world and its fan base 
continues to grow. 

But keeping up with consumer's de- 
sires, Macanudo delivered its fullest ci- 
gar with the 1968 released in 2008. The 
deep rich flavors of the 1968 marked 
a big contrast to earlier releases. Ma- 
canudo followed that up with the Cru 
Royale in 2010, which was in the medi- 
um-plus range. 

Most of the company’s releases have 
been primarily for the US. market initial- 
ly, with the world market as a followup. 
Again, Macanudo turned things upside 
down in 2014 when it developed a cigar 
blended specifically for the international 
market. The Inspirado Orange was cre- 
ated to fill a need in the heavily Cuban 
markets of Europe and Asia. Its medium 
bodied strength, coupled with a distinct 
complexity, drew praise and it became the 
official cigar of the Cigar Smoking World 
Championship. The success and growth 
of the Orange label made it a winner by 
the time it hit the United States two years 
later. In 2017, Macanudo added to the In- 
spirado series with the White and Black 
blends. In recognition of smokers needs, 
Macanudo has added miniatures and 
smalls to the Inspirado lines. 


















Two years ago, Macanudo did some- 
thing totally unexpected by debuting its 
M line, which is its first flavor-infused 
product. The M is a rich and aromatic 
cigar that has nuances of sophisticated 
single origin coffee. Then last year, Ma- 
canudo unveiled the M Bourbon, which 
conjures up flavors of the iconic Old 
Fashioned cocktail with notes of bour- 
bon, American white oak, and a hint of 
aromatic bitters. 

In 2019, Macanudo added two more 
lines to its core, again changing the rules. 
The first was the Inspirado Palladium 
that actually brought back old world to- 
bacco methods to the modern world. For 
the Palladium, the tobaccos are aged in 
tercios, a procedure that was standard in 
the golden age of Cuban cigars. This pro- 
cess provides a unique fermentation of 
the tobaccos but is rarely used today due 
to its labor cost. In the tercio process, the 
tobacco is not wrapped in burlap, as is 
the generally the case these days, but in- 
stead a team of artisans wrap the leaves 
in the bark of the Royal Palm tree. The 
tighter seal of the bark provides a unique 
way to retain moisture in the leaves and 
lets the tobacco ferment at a much lower 
temperature for a longer time. The re- 
sult is a more complex flavor and better 
burn. Due to the complexity of the pro- 
cess, only 3,000 boxes of the Inspirado 
Palladium were released. 

The second release was the Ma- 
canudo Heritage Nuevo, which will 
be a multi year project. Brand manager 


Macanudo Inspirado Orange 
below) was developed initially 
for the heavily Cuban markets of 
Europe and Asia, but has been 
equally at home following its 
US. launch. Macanudo Inspirado 
Palladium (/eft) resurrected the 
long-abandoned, labor-intensive 
tercio aging technique that delivers 
a unique taste profile 


Abbot says, “Heritage Nuevo is an im- 
portant limited edition blend for Ma- 
canudo because it focuses on the brand’s 
heritage and creates a platform for us to 
talk about the things that have made the 
brand so popular over the years. In this 
case specifically, we focused on the Con- 
necticut Shade wrapper, which is synon- 
ymous with Macanudo, but delivered 
it in a new way with Heritage Nuevo. 
“The Heritage Nuevo takes the classic 
Café blend and replaces the usual Con- 
necticut wrapper with a Connecticut leaf 
grown in Ecuador. The Ecuadoran wrap- 
per grown in the Los Rios region benefits 
from the constant cloud cover that yields 
a beautiful golden leaf. Combined with 
the Dominican and Mexican blend of to- 
baccos, the Heritage Nuevo provides a 
creamy, medium bodied smoke 

The company plans more releases 
focused on the heritage of Macanudo in 
2021 and additions to the Inspirado line 
later this year. Abbot says the innova- 
tions are important for Macanudo. “It 
puts a whole new twist on this classic 
profile. The result is a blend that is fa- 
miliar but delivers the smoking experi- 
ence in a new way. All these innova- 
tions continue to keep the brand fresh 
and exciting to new and existing cigar 
smokers while driving more sales for 
our retail partners.” 





General Cigar Company, Glen 
Allen, Va., Tel: (804)-935-2809, 
Web: cigarworld.com. 
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REGULATION FOCUS 





Interesting Times 


Short-term curse or long-term blessing? Forecasting the 2020 regulatory 





environment for tobacco produc 


n my job as a tobacco regulatory law- 
[= Lam frequently reminded of the 

old saying, “May you live in interest- 
ing times.” In almost 17 years of helping 
tobacco and alternative nicotine compa- 
nies comply with (and sometimes fight) 
government regulations, I am hard- 
pressed to identify a period when times 
were more “interesting” than the current 
regulatory environment. 

Perhaps fittingly, the expression, 
“May you live in interesting times,” is 





said to be the translation of a tradition- 
al Chinese curse. “While seemingly a 
blessing, the expression is normally used 
ironically; life is better in ‘uninterest- 
ing times’ of peace and tranquility than 
in ‘interesting’ ones, which are usually 
times of trouble,” according to the Wiki- 
pedia entry on the matter. The “interest- 
ing times” of 2020 are almost certainly 
a short-term curse for tobacco interests, 
but in some respects could be a long- 
term blessing for compliant companies. 

With these thoughts in mind, I offer 
my forecast for regulatory developments 
in the coming year. 





s. >BY BRYAN M. HAYNES 





FDA ENFORCEMENT OF PREMARKET 
REVIEW REQUIREMENTS 

As I write this article, the FDA has just 
released the long-awaited guidance doc- 
ument on “Enforcement Priorities for 
Electronic Nicotine System 
(ENDS) and Other Deemed Products on 
the Market Without Premarket Authori- 
zation” (“the Guidance”), Effective Feb- 


ruary 1, 202( 


Delivery 





the FDA will “prioritize 











the FDA is not seeking to ban at this time 
the sale of flavored ENDS products that 
are not cartridge-based, such as e-liquid 


flavors produced in vape shops or numer- 
ous smaller manufacturers. 

The Guidance thus focuses on car- 
tridge-based flavored ENDS, while ex- 
empting open systems. The FDA also 
declined to take action against flavored 
cigars (despite earlier indicating that it 
would) or hookah tobacco, citing the low- 
er youth prevalence of those products. 
However, the FDA reiterated its intent to 
enforce premarket review requirements 
for all “deemed” tobacco products (in- 
cluding cigars, pipe tobacco, hookah 
tobacco and any other product made or 
derived from tobacco) as of May 12, 2020. 
In other words, if a company has not sub- 
mitted a request for marketing authoriza- 
tion for a “new tobacco product” by that 
date, that product is subject to immediate 
enforcement action. 

For compliant companies, the ac- 
celerated premarket review deadline of 
May 2020 represents an extremely chal- 
lenging, but not insurmountable, obsta- 
cle. But as responsible companies strug- 
gle to comply with these requirements, 
how aggressively will the FDA enforce 
premarket review requirements against 
non-compliant products? 

The Guidance treats this issue incon- 
sistently. On one hand, in attempting to 
rebut claims that the new policy will cre- 
ate a flavored ENDS black market, the 
FDA states that it “has n 


and enforcement authorities to address 





gulatory tools 





The Guidance indicates that the FDA “is 
unable, as a practical matter, to take enforcement 
action against every illegally marketed tobacco 
product” and that it will make enforcement 
decisions on a case-by-case basis, including based 


on youth usage rates. 


enforcement action” (implicitly banning 
from lawful sale) against all “flavored, 


cartridge-based” ENDS products on 
the market (other than tobacco- or men- 
thol-flavored ENDS products) 





such, 





ENDS and other tobacco products that are 
marketed without authorization,” includ- 
ing warning letters, import alerts, seizure 
or injunction actions and criminal prose- 
cution for illicit trade of tobacco products. 
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On the other hand, the Guidance indi- 
cates that the FDA “is unable, as a prac- 
tical matter, to take enforcement action 
against every illegally marketed tobacco 
product” and that it will make enforce- 
ment decisions on a case-by-case basis, 
including based on youth usage rates. 

So will the FDA take immediate action 
against all non-compliant companies? 
Odds are that it will not. It is reasonable 
to assume that the FDA will conduct tar- 
geted enforcement action over a period 
time, eventually (but not immediately) 
clearing the market of illicit products. 
The FDA‘s enforcement efforts may be 
bolstered by state and local authorities, 
which have taken an increasing interest in 
stemming the sale of illicit tobacco prod- 
ucts, Thus, the short-term curse of the 
FDA‘s premarket review requirements 
and a less-than-rigorous enforcement 
environment could eventually become 
a long-term blessing for compliant com- 
panies when non-compliant products are 
eventually cleared from the market. 


LEGISLATIVE THREATS 
Anumber of legislative threats face tobac- 
co companies in 2020. There are a number 
of extreme anti-tobacco measures pend- 
ing in the US Congress, including ones 
that would ban flavored tobacco products 
and prohibit online sales of all tobacco 
products. Fortunately, the political land- 
scape suggests that these bills have a rel- 
atively low chance of getting through the 
more business-friendly Senate. 

State legislatures present a much 
greater threat for tobacco interests, par 
ticularly flavored tobacco products. Mas- 
sachusetts has already banned the sale 
in most locations of tobacco products 
having a “characterizing flavor.” While 
Massachusetts is the first state to pass a 
law restricting the sale flavored tobacco 
products, similar legislation is pending 
in many other states. Sorry folks, I see no 
short or long-term blessings here, unless 
the industry is able to weather the current 
wave of misinformation regarding fla- 
vored products and the apparent effect of 
that misinformation on certain politicians. 

Look for states also to consider caps 
on ENDS nicotine content and new taxes 
on alternative nicotine products, such as 





ENDS and oral nicotine products. Given 
the public attention to youth consump- 
tion rates and declining revenues from 
traditional tobacco taxes, such measures 
have a better chance of passage than in 
years past. 





The Unified Agenda also prioritizes 
rulemakings regarding the manufacture 
and content of tobacco products. The FDA 
proposes to soon issue a rule regarding 
“tobacco product manufacturing, practic- 
es” (“TPMPs”) which presumably would 


>The FDA proposes to soon issue a rule regarding 
“tobacco product manufacturing practices” 
(“TPMPs”) which presumably would regulate the 
manufacturing process for all tobacco products. 


FDA RULEMAKINGS 
The coming year also promises to see de- 
velopments in the form of FDA rulemak- 
ings. The Trump Administration’s Uni- 
fied Regulatory Agenda prioritizes a 
number of tobacco regulatory initiatives 
for 2020, along with anticipated timelines. 
Although I try not to put too much stock 
in these forecasts because they are noto- 
riously wrong, they do provide some in- 
sight regarding the Agency’s priorities. 

The Unified Agenda prioritizes final 
rules for substantial equivalence reports 
and premarket tobacco applications. 
These final rules are urgently needed, giv- 
en that these submissions for deemed to- 
bacco products are due in May 2020. Un- 
fortunately, the Unified Agenda indicates 
that the substantial equivalence rule will 
not be issued until April 2020, likely too 
late to be of much value to stakeholders 
preparing these submissions. This situa- 
tion is eerily reminiscent of the situation 
in 2011, when manufacturers of cigarettes, 
RYO and smokeless tobacco received 
their first guidance on substantial equiv- 
alence reports just a couple of months be- 
fore they were due. 

The FDA has apparently prioritized a 
rule that would ban “characterizing fla- 
vors” in all cigars. In its recent Guidance, 
the FDA reiterated its intention to issue 
such a regulation, indicating it is “active- 
ly working” towards that proposed rule. 
The Unified Agenda suggests that a pro- 
posed rule could come as soon as March 
2020. Given the popularity of flavors in 
cigars of all types, the proposed rule sure- 
ly will be hotly-contested, with any final 
rule likely challenged in court. 








regulate the manufacturing process for all 
tobacco products, The FDA has also indi- 
cated that it will issue product standards 
governing liquids and batteries used in 
ENDS. Depending on the form of these reg- 
ulations, they could be a blessing or a curse 
for industry. While the regulations could 
establish necessary transparency regarding 
the FDA’s expectations (which are already 
implicitly enforced through the premarket 
review process), they also have the poten- 
tial to impose unattainable requirements 
for tobacco product manufacturers. 

The job of predicting tobacco regulato- 
ry developments is notoriously difficult, 
particularly given the constantly shifting 
political environment. The Guidance’s 
history is a perfect example of this, with 
President Trump first indicating that he 
would ban all flavors, then indicating that 
he would save industry jobs with a more 
measured approach, and then finally 
striking an odd compromise by banning 
certain flavored products but not others. 

It is not difficult, however, to predict 
that 2020 will be an “interesting” year for 
tobacco stakeholders. While companies 
will face short-term challenges this year, 
those companies that are prepared to 
weather and combat the regulatory 
storm could be poised to more effectively 
compete in a consolidated market in the 
years to come. 





Troutman Sanders Tobacco Team, 
Troutman Sanders LLP, 1001 Haxall 
Point, Richmond, Va. 23219, Tel: (804) 
697-2206, Fax: (804) 697-1339, Web: 
www.troutmansanders.com, Email: 
bryan. haynes@troutmansanders.com. 
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NATO NEWS 





Court Rules Chicago 
OTP Tax is Invali 


After nearly four years of costly legal challenges by the industry, the 
Illinois Supreme Court invalidates Chicago tax on cigars, pipe, and 





smokeles 


n De 2019 the 
Illinois Supreme Court re- 
da judgment of the 
Illinois Appellate Court and affirmed 


ember 19, 





vers 





the initial Cook County circuit court 
ruling that the City of Chicago exceeded 
its legal authority in enacting a munici- 
pal “other tobacco products” (OTP) tax 
to apply to non-cigarette tobacco prod- 
ucts including cigars, pipe tobacco, and 
smokeless tobacco products. 

Former Chicago Mayor Rahm Eman- 
uel led the push to enact an ordinance that 
included new taxes on non-cigarette, oth- 
er tobacco products in March of 2016, that 
cheduled to take effect in July of that 
year. As originally enacted by the Chica- 
go City Council, the ordinance sought 
to impose local excise taxes of $0.20 per 
little and large cigar, $1.80 per ounce on 
smokeless tobacco, $0.60 per ounce on 
pipe tobacco and $1.80 per ounce on roll- 
your-own cigarette tobacco. 





wa 








tobacco. >BY THOMAS BRIANT 





ed, 
a broad cross-section of the industry chal- 
lenged the legality of the tax, seeking 
to have it overturned by the court. The 


Shortly after the local law was pa 





Plaintiffs that filed the lawsuit argued 
thats 
from cre: 
co products. The applicable law states 
that “a home rule municipality that has 





ate law prohibits local governments 





ating a new tax on other tobac- 


not imposed a tax based on the number 
of units of cigarettes or tobacco products 
before July 1, 1993, shall not impose such 
a tax after that date.” 

The plaintiffs who ultimately pre- 
vailed in the litigation included the Na- 
tional Association of Tobacco Outlets 
(NATO), the Cigar Association of Amer- 
ica, Iwan Ries & Co. (a Chicago tobacco 
and cigar store), the Illinois Association 
of Wholesale Distributors (AWD), the 
Illinois Retail Merchants Association 
(IRMA), the International Premium Ci- 
gar and Pipe Retailers Association (IP- 





CPR), and Arangold Corporation (dba 
Arango Cigar Company) 

The group filed suit and sought in- 
junctive relief, arguing that Chicago's 
ordinance was preempted by state law 
that limited the authority of local units 
of government from imposing new taxes 
on cigarettes or other tobacco products. 
In the first decision related to the case, 
the Cook County Circuit Court agreed 
with the plaintiffs and granted their mo- 
tion invalidating the local tax. 

The city appealed that ruling to the 
Illinois Appellate Court and in Decem- 
ber 2018, the appellate court sided with 
the city in this dispute and agreed they 
could implement and begin collecting 
the tax. In overturning that decision, the 
Illinois Supreme Court held that state 
law limited the ability of local govern- 
ments to enact new cigarette or other to- 
bacco products taxe 





unless they specif- 
ically and previously had a cigarette or 
an OTP tax in place prior to July 1, 1993. 
While the City of Chicago had adopted a 
local tax on cigarettes prior to that date, 
the city had not adopted a local excise 
tax on other tobacco products. 

The city argued that having enacted a 
cigarette tax or an OTP tax prior to July 1, 
1993 should allow them, under the state 
law, to pass and implement a new tax on 
other tobacco products. Both the Cook 
County Circuit Court and ultimately the 
Illinois Supreme Court rejected that ar- 
gument as the statute distinguishes be- 
tween the two different taxes. The ruling 
should make clear to municipal govern- 
ments throughout Illinois that if they en- 
acted a local cigarette tax or OTP tax pri- 
or to July 1, 1993, then that tax remains 
valid. However, if either of taxes were 
not enacted before the July, 1993 dead- 
line, then state law prohibits local gov- 
ernments from enacting new cigarette or 
OTP taxes after that date. 








Thomas Briant is 
executive director 
of the National 
Association of 
Tobacco Outlets 
(NATO), Toll-free. 
(866) 869-8888, Web: 
www.natocentral.org. 
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Cigar smoking can 
cause cancers of the 
mouth and throat, even 
if you do not inhale. 
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Causes Lung Cancer, Heart Disease, 
learn more at SignalTobacco.com Emphysema, And May Complicate Pregnancy. 


Smokelessureate 





P Solace Debuts Solace Nicotine Chew in Three Styles 


On a mission to provide an alternative to traditional tobacco products, Solace has 
introduced Solace Chew—an oral nicotine product with a soft, gum-like texture and a 
crispy outer coating. It can be used anywhere to provide a clean boost of nicotine. 

Formulated to have a faster nicotine release, the product was designed to deliv- 
er a nicotine sensation that is stronger and more enjoyable, closely matching the 
feeling of using smokeless products like 
snus or chewing tobacco. Each piece con- 
tains 4 mg of pharmaceutical-grade nicotine, 
and is sugar-free and aspartame-free. 

To use, adults need only chew one piece 
slowly until it tingles, about 10 to 20 chews, 
then position it flat between the gum and 
cheek to absorb the nicotine. The process 
should be repeated every few minutes until the desired intensity is achieved. 

Solace Chew debuts in three flavors: Cinnamon (powerful cinnamon with notes 
of clove), Cool Mint (bold mint), and Fruit Medley (strawberry, pomegranate, and 
hints of tropical fruit). 4mg nicotine per piece, 10 pieces per blister pack 
Solace Chew, Simi Valley, Calif, Tel: (323) 233-2477, Email: sales@solacevapor.com, 
Web: solacechew.com. 
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> Innokin’s Refillable Podin Mini-Mod Vaporizer 


The Podin mini-mod pod vaporizer from Innokin combines the benefits of a sophisticated 
vape mod engineered into a compact unit, offering the convenience of pod system but 
designed to be filled by the user like an open system 

Podin 2ml reusable pods are easy to fill and greatly reduce plastic pod waste of 
closed systems. Users simply remove the pod, lift the side tab, and fill with the e-liquid or 
nicotine salt e-liquid of choice. The long-lasting Kanthal and organic cotton coils are easily 
replaceable at the end of their life. Podin coils are sold in packs of five and Podin replace- 
ment pods are available in a pack with two extra coils. 

The Podin vapes ultra-fast and features both auto-draw and button activated vaping. 
Users can use the switch on the side of the Podin Pod to fine tune the airflow to the ideal 
desired draw, or activate “boost mode” by long pressing the button to increase the heat 
for even more great flavors and vapor. 

The long lasting 800mAh battery is microUSB charged and the Podin features a full 
range of integrated safety protections. The Tri-LED Battery level indicator clearly shows 
remaining battery capacity. 

The Podin is available in black as welll as five eye-catching marble patterned designs. 
The Podin Mod includes one pod, a spare coil, and a Micro USA lanyard charging cable., 
suggested retail $49.99 Visit innokin.com for a list of U.S. distributors. 

Innokin, Shenzehn, China, Email: vendor@innokin, Web: innokin.com. 
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EAS Enters CBD 
Category with Forth 


E-Alternative Solutions (EAS), the 
independent, family-owned sister 
company to Swisher International 
and innovator of vape and NGP 
products, has launched Forth 
Cannabidiol (CBD), its new line of 
hemp-derived CBD products. 

“We at EAS are thrilled to 
announce the addition of Forth 
CBD to our family of innovative, 
market-tested, and responsible 
brands,” said Jacopo D’Alessandris, 
president and c.e.o. of EAS. “Forth 
CBD offers adult consumers the 
highest quality ingredients tested 
for quality and purity by third-party 
labs, and a variety of flavor, strength 
and format choices to meet their 
individual needs." 

Forth CBD products are driven 
by consumer research and contain 
U.S.-grown, full-spectrum CBD, 
which means the product contains 
many cannabinoids beyond only 
CBD, along with other elements 
of the hemp plant to facilitate a 
better experience for the user. 
The lineup also includes an isolate 
CBD Vape Pen 

The franchise offerings were 
developed together with and for 
adult consumers with impulse-buy 
packaging sizes, as well as a vari- 
ety of formats that they're already 
shopping for—from topicals to 
edibles and more. 

EAS, Darien, Conn., Email: 
support@ ealternativesolutions.com, 
Web: ealternativesolutions.com. 
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P White Rhino Inspires 2019 Nording Hunting Pipe 


The 2019 Nording Hunting Pipe takes inspiration from the spectacular white rhino, 
the largest land mammal after the elephant found primarily in the southern and 
eastern African countries. It is among the most endangered species on Earth. 

The light grayish skin of an adult white rhino will sometimes fold in panel-like areas 
and the body shape is broad and fairly short, giv- 
ing it a sturdy appearance. The forward pointing 
larger horn counterweights the body and ads a bit 
of overall elegance. These characteristics inspired 
Danish pipe maker Erik Nording’s latest release in 
this long-running series, with its bowl panels and 
a melange gray ring separating the mouthpiece 
from the stem. The animal, which ranks among the 
most endangered species on earth, also inspired 
the slightly forward tilted bowl on the pipe. 

Offered in either smooth or rustic finishes. 

The idea for the Hunting Pipe was to make a 
unique pipe where the shape and color brought 
out the characteristics of a wild animal. Nording 
asked Mogens Andersen—one of Denmark's 
finest illustrators of wild game—to make a 
drawing of the ultimate hunting pipe. Each pipe 
includes a drawing and a short explanation 
describing the animal selected for that year’s 
edition and is delivered in a collector's tube 
Nerding Pipes, Slangerup, Denmark, Web: = 
nordingpipes.com; U.S. distributor Arango Cigar Company, Northbrook, Ill, Toll-free: 
(800) 222-4427, Web: arangocigarco.com 
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P Nording Seaweed Joins Tumbleweed Pipe Tobacco 
Nording Pipes has expanded its tobacco offerings with the addi- 
tion a second Danish blend, Seaweed—a golden Virginia and 
cocoa brown Burley with a hint of Black Cavendish. It joins 
the company's previous tobacco offering, Tumbleweed. 

Seaweed is a predominantly light brown, rather short 
cut Loose Cut of golden Virginia and cocoa brown Burley 
with 2 hint of Black Cavendish, refined with aromas of 
cream and caramel, quite gentle in the taste with a fine 
redolence. Strength mild to medium. 

Nording Tumbleweed is an “attractively colorful wild 
cut of rather long-fibered golden brown Virginia and 
frothy Burley with a pronounced proportion of soft Black 
Cavendish refined with a fragrant vanilla flavor, with a 
gentle, aromatic taste and a pleasant floral note. 

Each blend is packed in 1.76 oz tins. 

Nording Pipes, Slangerup, Denmark, Web: nordingpipes.com; 
U.S. distributor Arango Cigar Co., Northbrook, Ill, Toll-free: (800) 222- 
4427, Web: arangocigarco.com. 














Traditional Serbetli 
Shisha’s Latest Ice Line 


Serbetli Premium Hookah Tobacco, 
a well-known Middle Eastern water 
pipe tobacco from Turkey with 
established markets in Europe, 
Russian, and Brazil, continues to 
expand its presence in the U.S. 
through its Connecticut-based 
branch, Serbetli USA. 

Serbetli shisha tobacco is made 
in Trabzon, Turkey from 100% 
Virginia tobacco grown in Georgia, 
with only molasses, glycerin, and 
flavors added, including honey 
to eliminate bitterness and any 
unpleasant aftertaste. One of the 
“easiest and smokiest" tobacco 
for hookah, according to the man- 
ufacturer, it is ideal for beginners 
and experienced hookah smokers 
alike. Serbetli is a quality material, 
a great choice of tastes, which is 
constantly replenished with new 
and interesting tastes. 

Serbetli USA continues to 
expand the number of flavors avail- 
able domestically from the Turkish 
manufacturer's vast portfolio of 
nearly 300 varieties. Flavor lines 
include fruit, cocktails, cake, yogurt, 
and their latest addition, ice, which 
includes Strawberry Melon, Green 
Apple, Grapefruit, Grape, Citrus 
Mango, Bom Bom, Blueberry, 
Berry, and Banana Strawberry. 
Serbetli USA, Stamford, Conn., 

Tel: (877) 737-2385, Email: info@ 
serbetli.us, Web: serbetliusa.com. 
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> Dokha, the Most Powerful Tobacco in the World 


King Tobacco LLC has selected the finest dokha tobacco blends for the discrimi- 
nate tobacco smoker, available to wholesale accounts in 15gm bottles and in bulk. 
Known throughout most of the world as medwakh—also the name of the special- 
ized pipe that is used to smoke this intense 
Arabic product—dokha is considered the 
most powerful smoke available. 

Dokha is made of sun-cured and fine- 
ly ground Arabic tobacco blended using 
leaves from different parts of the plant to 
create different strengths (light, medium, 
strong) and temperatures (cold, warm, or 
hot) of smoke. Nearly all dokha tobacco 
is much stronger than any other available 
tobacco product; it’s translates as “dizzy.” 
However, each also blend can smoke vastly 
different from others. The quality of dokha 
tobacco is usually judged by its strength-to- 
smoothness ratio, ideally the most premium dokha blends will be pleasant and easy 
in taste while still delivering powerful, heavy kick. The most important factor for a 
satisfying smoking experience is finding a blend that each individual smoker. 

Dokha grows in the Middle East, predominantly in the Gulf Arab States of U.A.E. 
and Oman and is very popular throughout all of the countries in the region. It is now 
gaining a foothold in Europe and North America. Dokha has an aromatic and mild 
smell that is very unique to the blend. The smoke is generally inoffensive to others 
present when compared to cigarettes or other tobaccos. Dokha doesn't leave a lin- 
gering smell in the room or on the person smoking their medwakh 

To smoke, a small amount of dokha is placed in the bowl and flame applied 
continuously while drawing from the pipe. A natural tobacco, dokha will go out 
otherwise. King Dokha also carries a wide selection of medwakh (dokha pipes), 
all hand-made with exquisite and often quite exotic materials sourced from all 
over the world. 

These thin, filtered pipes with a small bowl at the end almost always come to 
some sort of sharpened tip. They are usually about 6-8 inches in length and carved 
from hardwoods like cherry or ebony, but can also be made from metal, stone, or 
animal bones and horns. They can range from very plain to incredibly ornate with 
brass, silver, or gold inlays, precious stones, and accompanying chanta (a small bot- 
tle attached by a chain) on luxury models. Visit at TPE 2020 booth #1052 
Kingdom Distribution, Aurora, Co., Tel: (720) 287-1489, Web: kingdomdokha.com. 
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Gawith Hoggarth 
Tobaccos at P&K 


Since 2019, Gawith Hoggarth pipe 
tobaccos and snuf have had a new 
USS. distributor: Phillips & King 
International, which was already 
the distributor of “sister” company 
Samuel Gawith tobaccos. 

In 2015, House of Samuel Gawith 
moved its entire staff and pro- 
duction operations into the larger 
Gawith Hoggarth & Co, Ltd, facility 
located in Kendal in the historic 
Lake District of England. The merger 
was said to have come exactly 150 
years after brothers Samuel and 
John Gawith—descendant partners 
of the original tobacco firm that was 
founded in 1792—amicably part- 
ed ways to pursue their separate 
visions. Despite 15 decades operat- 
ing independently, both manufactur- 
ers remained remarkably similar in 
size and approach, making a reuni- 
fication a logical means of ensuring 
Samuel Gawith's future survival. 

Gawith Hoggarth produces a 
wide range of unique and often 
powerful tinned and bulk blends, 
flakes, cut plugs, twists, and ropes, 
Popular mixtures offered in the U.S. 
include American Delight, Balkan 
Mixture, Best Brown #3, Bob's 
Chocolate Flake, Broken Scotch 
Cake, Ennerdale, Rum Flake, Kendal 
Black Cherry, and Top Black Cherry. 
Phillips & King, Moorpark, Calif, 
Web: phillipsandking.com. 





P Alligator Series Pipes from Savinelli 
The long-lived Alligator series, born in 1972, presents some of 
Savinell’s most popular designs in a mixed finish of deep rusticated 
grooves and smooth-polished panels, a very unique treatment that 
results in a texture and aesthetic much like that of an alligator’s hide 
It's also one of Savinelli’s most colorful presentations, with deep blues 
(nine shapes), warm reds (seven shapes), emerald greens (seven 
shapes), and more understated browns (20 shapes) all in the mix. 
Savinelli S.rl., Barasso, Italy, Web: savinellit; distributed by Laudisi 
Enterprises, Inc., Little River, S.C, Tel: (843) 491-4150, Email: sales@ 
laudisi.com, Web: laudisi.com 
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p> CAO Orellana, the Latest in CAO Amazon Series 


General Cigar Company continues its ongoing CAO Amazon series with its latest 
limited-edition blend called CAO Orellana, marking the fourth release in the brand's 
Amazon series, which began in 2014 with Amazon Basin, a blend made with an exotic 
filler tobacco called Braganga from the wilds of the rainforest. The series continued 
with Fuma em Corda and Anaconda, each featuring rare Amazonian tobacco 

Orellana is named in tribute to Francisco de Orellana, the first European 
explorer to navigate the entire Amazon river. This edition features a rich, aged 
sun-grown Brazilian wrapper called Cubra, grown in a micro-climate of Eastern 
Brazil's fertile Bahia region. A collective of 
local farmers worked with CAO's agrono- 
mists to produce the inherently sweet, and 
strong leaf that’s versatile for blending, 
Only the highest primings were selected 
for curing in climate-controlled curing 
barns in Calfriza, where the wrapper’s 
deep red hue and natural sweetness fur- 
ther developed 

“| knew that | wanted to blend it with some of the tobaccos 
from the previous Amazon releases,” said CAO master blender Rick Rodriguez. 
“Hands down, Cubra wrapper was one of the best tobaccos I’ve ever used in blending. 
It has that Havano flavor with a little bit sweetness and it pairs really well with other 
tobacco.” Rodriguez and his team then blended the Cubra wrapper with Amazonian 
Braganga, Colombian, and Dominican filler and a Nicaraguan binder. 

The result is an intriguing, full-bodied smoke, peppered with spice, hints of 
molasses and dried fruit with notes of leather and toasted nuts. CAO Orellana is a 
limited-edition release handcrafted by the CAO artisans in Esteli, Nicaragua offered 
in asingle 6” x 52 toro format, with a suggested retail price of $10.99 per cigar. CAO 
Orellana is presented in rustic wooden boxes containing 20 cigars. 

General Cigar Company, Glenn Allan, Va., Web: caocigars.com, cigarworld.com 








p> Arango’s Excalibur Windy City Box-Pressed Robusto 


Arango Cigar Company's exclusive series of Windy City vitolas of 
major manufacturer brands has expanded with the addition of the 
Hoyo de Monterrey Excalibur Windy City, a 5 1/4 x 54 box- 
pressed robusto that retails for $9.75 before taxes. 

“Excalibur Windy City is an exceptional cigar made exclu- 
sively for Chicago,” said Arango Cigar Co. in a statement. 
But like other Arango Cigar Windy City offerings, it is 
available for national distribution. 








The medium-strength cigar features a filler blend of 
Nicaraguan, Honduran, and Dominican tobaccos; a USA 
Connecticut shade binder, and a dark maduro Connecticut broad- 
leaf wrapper. “It's your classic Central American blend defined by the 
Hoyo de Monterrey rolling gallery in Honduras,” Arango explains. 

Arango exclusively distributes Windy City vitolas of Macanudo Clasico, Rocky 
Patel, Romeo Y Julieta Clasico, Acid Subculture, Alec Bradley Maxx, CAO Clasico, 
and Punch Clasico. 

Arango Cigar Co., Northbrook, Ill, Web: arangocigarco.com, Tel: (800) 222-4427. 














Patina Cigars in 


Connecticut, Habano 
As of last October, Patina Cigars has 
had a new U.S. distributor—Sutliff 
Tobacco Company, which is putting 
its inside sales team to work to sup- 
port sales and expand distribution 
of this growing and highly regarded 
boutique brand. 

Crafted at Mombacho Cigars 
S.A.'s Casa Favilli factory in Grenada, 
Nicaragua, Patina Cigars is owned 
by Mo Maali, Mombacho's appoint- 
ed national sales manager, and was 
developed with Mombacho president 
and master blender Claudio Sgroi. 
Two blends are offered. 

Patina Connecticut seeks to 
change the way enthusiasts view a 
Connecticut. A little front-end spice 
helps give it a bit more kick than that 
found in many other Connecticut 
cigars. The Patina Connecticut uses 
an Ecuadorian Connecticut wrapper, 
Nicaraguan and Pennsylvania binder 
and filler, and is offered in four sizes: 
Rustic (5 x 52 robusto), Bronze (6 x 
52 toro), Oxidation (6 x 56 toro), and 
Artifact (7 x 49 Churchill). 

Patina Habano features an 
Ecuadorian Habano wrapper and 
Nicaraguan and Pennsylvania binder 
and filler. It delivers a “warming spice 
and a lot of smoothness” and has 
been compared to much more expen- 
sive cigars, says its maker, Its four sizes 
are Rustic (5 x 52 robusto), Copper 
(6 x 46 corona), Bronze (6 x 52 toro), 
and Oxidation (6 x 56 toro gordo). 

Patina is presented in slide-top 
cabinet boxes of 16 cigars, suggested 
retail from $8.95 to $12.95 per stick. 
Patina Cigars, Web: patinacigars. 
com, Sutliff Tobacco Company, 
Richmond, Va., Tel: (804) 233-7668. 
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Rouseco Inc: is a full service tobacco manufacturer 
based in Kinston, NC the heart of tobacco country. 
For eight generations, we have not only made tobacco 
our business but our way of life. Please allow us 
the opportunity to show you and your customers 
how the quality of our tobaccos, along with friendly 
service and on time delivery has set us apart from 
others in the industry. 


Box 2495, Kinston, NC 28502 Call 1-888-372-8622 or Fax 1-866-337. 








| 
La Rubia, Epic Cigar’s 
Creamy Connecticut 
La Rubia, which means the blonde 
| in Spanish, was the third blend to 
be released by Epic Cigars, follow- 
ing the original Corajo and Maduro 
blends, anchoring the brand's portfo- 
lio with a Connecticut blend, largely 
at the request of Epic's retailers. 

Launched in 2016 and once 
again in regular available from their 
Dominican Republic manufacturer 
through new brand owner Zander- 
Greg, Epic La Rubia offers a mild- to 
medium strength cigar that's not 
short on character or complexity. 
Epic Cigar founder and blender 
Dean Parsons tapped filler blend of 
Dominican and Nicaraguan tobac- 
cos, paired with a Mexican San 
Andrés binder and an Ecuadorian 
Connecticut wrapper 

Seasoned smokers as well as 
serious beginners alike will find these 
are not the average “blonde” cigars, 
rather they are teaming with flavors 
and a delightful aroma that will surely 
change the way one thinks about 
Connecticut-wrapped cigars. 

Available in Churchill (7 x 50), 
Short Gordo (4 1/2 x 60), and Robusto 
(6 1/2. x 52) and presented in var- 
nished cedar boxes of 20 cigars with 
space-saving split-top lids designed 
for efficient retail display. 
Zander-Greg, Inc., Pasadena, 
Calif,, Tel: (626) 791-2794, 
Email: arthur@zandergreg.com, 
| Web: zandergreg.com. 





Toscano Cigars Debuts the First-of-its-Kind 

Limited Edition Toscano Stilnovo 

With the launch of Toscano Stilnovo, Italy's Manifatture Sigaro Toscano (MST), or 
Toscano Cigars, has for the first time in its history released a hand-rolled Toscano 
cigar made with the Caribbean technique that includes the use of a binder leaf. 
Most Italian cigars utilize only a wrap- 
per leaf over the fillers. 

The long-ller is Kentucky seed 
grown in Val di Chiana near Tuscany 
and aged for four years; the binder is 
a fermented Italian Kentucky leaf; and 
the wrapper a traditional dark fire-cured 
American Kentucky leaf that's been 
fermented for four weeks and aged for 
four years. Made at MST’s factory in 
Lucca, Italy, the finished cigars, which 
measure 6 1/2 inches by 40 ring gauge 
and are tapered and cut on both ends, 
have been aged a full 12 months 

The intentionally longer fermentation periods for Stilnovo's tobacco deliver 
a smoother, more balanced smoke. The cigars are presented in cartons of three 
($22.50 retail before tax), five cartons per display. 

Toscano Cigars, Lucca, Italy, Web: toscanocigars.com; distributed in USA by 
Miami Cigar & Company, Miami, Fla., Tel: (800) 643-7209, Email: info@mcecusa.net 
Web: miamicigar.com. 








Aganorsa to Launch Supreme Leaf Nicaraguan Puro 
Aganorsa Leaf has announced the 
upcoming release of Supreme Leaf, a 
limited production Nicaraguan puro 
crafted entirely from Aganorsa- 
farmed tobaccos that will feature 
a *Corojo 99 dominant blend,” 
including the wrapper, and be 
offered in a single size. The new 
blend will make its trade debut at 
the TPE 2020 show in Las Vegas in January. 

The Esteli, Nicaragua-based grower and cigar maker describes 
Supreme Leaf as a rich, dynamic Nicaraguan puro that was blended to 
"excite" the palate, offering 3 “complex balance" of “mouthwatering 
sweetness” and “potent spice.” 

The packaging and graphics are notably bold, in order to reflect the cigar’s 
intense taste, explains Terence Reilly, Aganorsa’s vice president of sales and market- 
ing, "We believe our Leaf is our strength and so we wanted the presentation clearly 
to reflect that confidence in the quality of our cigars,” said Reilly. “The packaging 
has a bold and assertive look and feel that demands the consumer's attention on the 
shelf. You don't use colors like this unless you are confident in the product.” 

Supreme Leaf will be offered in a single box pressed 5 * 52 robusto size, bear- 
ing a suggested retail price of $9.95 per cigar, presented in boxes of 10 cigars, The 
first batch release will consist of 500 boxes 
Aganorsa Leaf, Doral, Fla., Web: aganorsaleaf.com 
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> Pure HempSmokes Filtered Hemp Cigarettes 
Pure HempSmokes offer a great alternative to smoking cigarettes. These 
first-in-the-market hemp cigarettes are made with a high quality USA-grown 
100% organic and fully legal hemp flower blend containing cannabidiol 
(CBD) and a variety of ter- 
penes but less than 0.3% 
THC. They contain no pes- 
ticides, no residual solvents, 
no heavy metals, and no 
toxic mildew or mold. 

Three varieties are avail- 
able. Pure Regular offer “quality and 
value," while Pure Ice adds a “cool menthol draw.” Both 
blends contain 15mg of CBD per stick. Pure Premium uses a 
premium quality hemp, offering “extra smooth flavor and aroma,” with double the 
CBD at 30mg per stick. 

All Pure HempSmokes are packed in 20-count hard boxes, 10 packs per carton. 

This product is continually tested by a trusted lab to confirm and maintain full 
accuracy and consistency of all quality control measures. Every pack and carton has a 
QR scan code which, when scanned, leads back to the lab report on the specific batch 
of hemp flower used in that pack or carton, showing results for all cannabinoids. 

JEB International Tobacco Co., Danville, Va., Tel: (434) 793-1440, Toll-free: (800) 
809-0704, Web: jebint.com. 













> Herman’s Batch Honors H. Upmann Founder 
Altadis U.S.A‘ release of Herman's Batch is a specially blended cigar hon- 
| oring the founder of H. Upmann cigars, a globally recognized cigar brand 
| steeped in Cuban cigar history. 
| __ Hermans Batch has its roots in pre-evo- 
lution Havana, Cuba, where the first of two 
Upmann brothers—Herman—arrived in 
| 1844 to open a branch ofthe family bank 
The institution rapidly became one of the 
most successful in the island country, in large 
part due to Herman's sharp mind for business 
| _ and exquisite manners with his clients. Herman 
| also found time to indlulge his fondness for sen- 
| suous luxury—namely premium, hand-made Cuban 
cigars. So passionate was he for fine cigars that Herman, 








along with his younger brother, took a leap of faith and found- 
ed their own cigar brand H. Upmann in 1844. 

Made at Tabacalera de Garcia in the Dominican Republic, the cigar begins 
with a well-balanced and elegant combination of filler from the Dominican 
Republic and from Condega and Esteli, Nicaragua, providing the blend with 
very rich and Nicaraguan filler tobaccos distinct characteristics. The binder is 
Dominican, and the wrapper an Ecuadorian Habano leaf that's been double 
| fermented, providing a fuller flavor and more complex taste, then aged for four 
years. Each cigar is finished with a pigtail cap. 

The cigars are being distributed nationally in 20-count boxes, available in four 
sizes: Toro (6 x 52), $10.50 each suggested retail; Robusto (5 x 54), $10.10 each; 
Corona Gorda (5 5/8 x 46), $9.30; Lonsdale (6 1/2 x 42), $9 each. 

Altadis U.S.A., Ft. Lauderdale, Fla., Tel: (954) 772-9000 , Web: altadisusa.com. 









Crux Cigars Unveils 
New Graphic Identity 


Crux Cigars has “rebuilt the Crux 
brand from the ground up," intro- 
ducing an entirely new visual brand- 
ing starting with the Crux logo and 
extending to product packaging and 
promotional support materials for 
retailers. All of the company’s blends 
remain unchanged. 

New bands “lead the way" for a 
unique cigar experience, featuring 
a 360-degree design that allows the 
wrapper to show through the side. 
Each blend is now represented by its 
‘own icon, prominently featured on all 
bands, and its own unique, inviting 
color that collectively form a contem- 
porary palette defining the re-imag- 
ined Crux brand. 

Sleek, contemporary white lac- 
quer boxes continue the color-coded 
theme, with lacquered lids matching 
each brand's unique color. 

Crux offers nine blends, starting 
with the flagship Epicure and including 
Epicure Maduro, Limitada, Bull & Bear, 
Guild, Passport, Ninfa, Ninfa Dark, and 
Du Connoisseur. 

Crux Cigars, Web: cruxcigars.com. 
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> Romeo y Julieta 1875 Connecticut Nicaragua 
Romeo y Julieta 1875 Connecticut Nicaragua is the latest expansion of the venera- 
ble premium cigar line with a twist: this special collaboration with Plasencia Cigars 
includes tobaccos from the family's own private reserves. 
The cigar is wrapped in a Connecticut seed leaf grown in Nicaragua and aged 
more than three years. Originally from the rocky, rich soil of New England in the 
United States, Connecticut seed wrapper is now harvested in other key cigar 
regions of the world, such as Ecuador and Honduras. Continuing to expand 
flavors and characteristics of their tobaccos, the Plasencia family began grow- 
ing Connecticut seed tobaccos in Honduras and Nicaragua. 

The characteristic flavors associated with Connecticut 
seed tobacco are further enhanced by the Nicaraguan soil, 
which is rich in minerals due to the country’s mysterious 
volcanos, delivering a rich, complex flavor of coffee 
beans, white chocolate, and hints of dry berries, all in a 
clean, balanced finish. 

Rafael Nodal, head of product capability for Tabacalera 
USA, collaborated for almost two years with the Plasencia fam- 
ily in creating this cigar. “This cigar is intriguing,” he explained. “It’s not 
a Connecticut cigar, nor is it a Nicaragua cigar. It is the first Connecticut- 
Nicaragua Cigar. And that makes for a big difference.” 

Romeo y Julieta 1875 Connecticut Nicaragua is available in four sizes: Toro (6 x 52), 
Bully (5 x 50), Magnum (6 x 60), and Churchill (7 x 50), retailing from $7.20 to $8.35. 
Altadis U.S.A., Ft. Lauderdale, Fla., Tel: (954) 772-9000 , Web: altadisusa.com. 













> Toscano Garibaldi Now Available in the U.S. 


Manifatture Sigaro Toscano (MST) has announced the 
long-awaited release of Toscano Garibaldi cigars in the 
United States. Introduced in 1982 to celebrate the cente- 
nary of the death of the Italian hero Giuseppe Garibaldi 
as a military general, Italian Nationalist, and a smoker of Tasca 
Toscano cigars, Toscano Garibaldi is today the best sell- 
ing long format Toscano cigar in Italy. 

“Garibaldi embodied the zest and spirit of Italy," 
MST explains, adding that Toscano Garibaldi “captures 
the sweet aromas of our natural tobacco and wood while 
maintaining subtle notes of spice and toasted nuts.” 

Tobaccos produced in the south of Italy are mainly 
used for the filler, adding aromatic and spicy notes to the 
blend, rounded off with measured portions of aromatic 
dark fire-cured Kentucky from the U.S. Finished cigars are aged for six months, 
and deliver a medium strength smoke with “toasty, spicy aromas complimented by 
notes of aromatic wood and roasted nuts.” 

Garibaldi is offered in five-packs at a retail price of $18.95 before tax. As long 
format Toscano cigars, both Stilnova and Garibaldi may be smoked either whole or 
ammezzato (half-length). Like all Toscano cigars, they do not require humidification 
due to their fire curing and unique fermentation process. 

Toscano Cigars, Lucca, Italy, Web: toscanocigars.com; distributed in USA by 
Miami Cigar & Company, Miami, Fla., Tel: (800) 643-7209, Email: info@mccusa.net 
Web: miamicigar.com. 











FDA Permits Sale of 
Moonlight Reduced 


Nicotine Cigarettes 
The U.S. Food and Drug Admini- 
stration (FDA) announced in Decem- 
ber it had authorized the marketing 
of two new tobacco products man- 
ufactured by 22nd Century Group— 
Moonlight and Moonlight Menthol, 
which are combusted, filtered 
cigarettes that contain a reduced 
amount of nicotine (0.2 to 0.7 mg) 
compared to typical commercial cig- 
arettes (10 to 14 mg). 

Following a rigorous science- 
based review of the premarket 
tobacco product applications 
(PMTAs) submitted by the com- 
pany, the agency determined that 
authorizing these reduced nico- 
tine products for sale in the U.S. 
is appropriate for the protection 
of the public health because of, 
among several key considerations, 
the potential to reduce nicotine 
dependence in addicted adult 
smokers, who may also benefit 
from decreasing nicotine exposure 
and cigarette consumption. 

The agency determined that 
non-smokers, including youth, are 
also unlikely to start using the prod- 
ucts, and those who experiment are 
less likely to become addicted than 
people who experiment with con- 
ventional cigarettes. 
22nd Century Group, Inc., 
Williamsville, N.Y., Tel: (716) 270-1523, 
Email: mailbox@xxiicentury.com, 
Web: xxiicentury.com. 
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>Bugatti Vulcan Dual Torch Lighter 
Features Replaceable Fuel Pod, Jets 
Bugatti’s Vulcan Dual Flame Torch Lighter uses a novel modu- 
lar design: Butane fuel pods eliminate the need to refuel the 
lighter manually, as users need only swap in a fresh 18ml pod 
(which offer greater capacity than most refillable tanks for 
fewer refills. Likewise, when the modular burner unit reaches 
its end of life, users simply snap it out without the need for 
any tools, and snap in a new unit for like-new performance 
instantly. Built from solid die-cast metals for a premium 
weight and "cold-in-hand! feel using the best finishing tech- 
niques, Vulcan is an extremely sturdy lighter. The premium 
single action Piezo ignition delivers a clean, simple, and 
perfect ignition every time, while the windproof twin torch 
flames make this the perfect lighter for lighting cigars and 
features a multi-stage adjustable neck to allow perfect flame 
position. Lighters are available in a choice of six color com- 
binations and ship with one replacement burner, suggested 
retail $99. Fuels pods retail for $3 each, or $36 for a 12-pack 
Bugatti Group LLC, Fort Lauderdale, Fla., Tel: (877) 322- 
4427, Web: bugattilighters.com 





> U.S.-Made Benchmade Cigar Cutter 


Cigar enthusiasts can count on the Benchmade cigar cutter to 
make the perfect cut, thanks to the company’s longstanding 
expertise in crafting fine knifes. Benchmade's 
patent-pending design and auto-Asix 
release mechanism is specifically tuned 

to create a perfect cut, every time, and 

can accommodate cigars up to 60 ring 
gauge. These unlimited-limited cigar 

cutters are hand finished by Benchmark’s 
team of expert craftsmen. The stain- 
less-steel blade features a chisel ground/ 
guillotine shape and a stonewash finish 

The handle is made of Raffir Noble in the 
Black Waves design. This composite mate- 
rial of semi-transparent resin surrounds 

fine brass and bronze meshes inside that 
creates a unique 3D depth effect while 
offering great strength. Includes leather 
sheath, suggested retail, $495, 

Benchmade Knife Company, Oregon City, Ore., Tel: (503) 
655-6004, Web: benchmade.com. 

















>La Flor D’or 18K Solid Gold Cutter 


La Flor Dominicana founder Lito 
Gomez has channeled his former 
career as a jeweler in announcing 
the release of La Fleur D'or, a limited 
edition dual-blade cigar cutter crafted 
from 18K solid gold and embellished 
with eight sapphires weighing 1.9ct 
The stainless-steel blades are etched 
with a silhouette image of Gomez. 
Only 88 heirloom pieces are being 
produced, suggested retail $16,000. 
La Flor Dominicana, Coral Gables, 
Fla., Tel: (305) 443-7995, 

Web: laflordominicana.com. 
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>Zippo Rolls Out Candle Collection 


An homage to craft cocktails, Zippo’s new line of premium 
Spirit Candles combine “unique fragrance and the wit of 

your favorite bartender.” They are poured in the USA using 

a soy wax blend, natural fragrances, a 100% cotton wick, and 
unique recycled glass vessel with natural "live edge" cork lid 
responsibly harvested from sustainable cork trees. Burns up to 
35 hours and contains no synthetic chemical. Three varieties 
are offered: Whiskey & Tobacco (Kentucky whiskey with a 
leafy tobacco, ginger and sweet, crushed tonka bean scent); 
Dark Rum & Oak (sweet, oak barrel rum with hints of coffee, 
patchouli and orange blossom scent); and Bourbon & Spice 
(double oaked bourbon with notes of amber, vetiver and gin- 
ger root scent). Suggested retail, $19.95 

Zippo Manufacturing Co., Bradford, Pa., Tel: (814) 368-2700, 
Web: zippo.com 
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> Tommy Bahama Four-Cigar 
Leather “Overnight” Case 

On weekends away or overnights to the coast, this travel case 
has everything a cigar enthusiast needs to transport their 
cigars in safety and style. The interior mahogany tray secures 
with a leather strap to separate and protect up to four cigars. 
Also included is a 
brushed stainless 
steel single jet flame 
lighter with a built-in 
fold-out punch cutter, " 

and a stainless-steel Maida WT 

“precision-cut” dou- 

ble surgical steel 4 


blade cigar cutter, 


all housed in a fine 
case handcrafted in 
brown leather with an 


exterior zipper and 
debossed Tommy 
Bahama logo Inside, 
stitched leather pouches with snaps provide convenient 
lighter and cutter storage. A removable mahogany wood tray 
holds four cigars. Suggested retail price before tax, $128. 
Ventura Cigar Co., Moorpark, Calif., Tel: (800) 532-4427, 

Web: venturacigar.com. 











>Xikar Tactical 1 Now Shipping 
Xikar is now shipping the newest addition to its Tactical 
series of cigar accessories—the Xikar Tactical 1 single 
jet-flame cigar lighter. This model features a powerful 


oversized 10mm single-jet flame system that helps the . 

usar effectively light large ring gduge cigars and still MISSOURI MEERSCHAUM 
accurately apply touch-ups later. The flame system is 

| cpa be teteticcrthieesh pooner pet CORN COB PIPES 


also functions as a cigar rest. The entire bottom of the 
lighter functions as an oversized 
fuel wheel providing easy and 
precise fuel adjustments, while 
the EZ-view fuel window allows 
for quick readings. The light- 
er's contoured body ensures a 
secure grip, while an integrated 
pocket clip in the back provides 
for secure carrying. Four finish- 
es are available: black lacquer, 
gunmetal, FDE tan & black, and 
gunmetal & black. Suggested 
retail price is $69.99. 400 W. Front Street + PO Box 226 
Quality Importers Trading Washington, MO 63090 + 800-888-2109 
Company, Weston, Fla., Toll-free: (888) 795-4839, pipes@corncobpipe.com 

Web: qualityimporters.com, xikar.com. 


* Wide selection of popular styles 
* Quality old world craftsmanship 


* Sweet smoking and long lasting 
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Alliance Cigar 11 New World Luxury Brands PTE Limited 
Meerschaum and briar pipes 39 
Arango Cigar Co. 9 
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Delfort Group Signal all-natural Native-made cigarettes 4,5, 37 
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Durfort Holdings S.A. Manitou all-natural cigarettes 7 
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JEB Sutliff Tobacco Company 
Pure HempSmokes c2 Mac Baren pipe tobaccos 31 
Klafter's, Inc. 50 Topper Cigar Co. 15 
Missouri Meerschaum Company Wood Projections, Inc. 
Corn cob pipes 14, 49 Commercial humidors, store fixtures, humidification equipment 28 
Native Trading Zander-Greg 
Native 100% additive-free cigarettes 17 _ Nat Cicco Aniversario 1965, HHB, Casino Real c4 
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White labeling available! 
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NAT CICCO’ 


Aniversario 1965 * HHB Classic * HHB Gold * Casino Real 


CONTINUING THe TRADITION 


Since 1965 





